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ORDER FROM YOUR DISTRIBUTOR 


NEW YORK . .. . . 43-51 West 36th St. 
ATLANTA. . ; . . Melvin S. Roos 
BALTIMORE. . William's Corporation 
BOSTON. . . Eastern Displays, Inc 
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Loe Anes noinernealesesad them to be today's outstanding buy! During the first quarter of 1942 alone, 


ie 7 Bs ams more than one thousand (1,000) of these superb figures were bought. Such 
PHILADELPHIA Naythons Display Fixture Co nationwide acceptance dramatically emphasizes their flawless sculpturing, 
PITTSBURGH Deweese Display Equip. Co superior quality, and sales productiveness. Make a note to learn more about 
PORTLAND = .__ Northwest Display Equip these remarkable figures and the LOW cost at which they are available to 
ST. LOUIS Midwest Disp. Equip. Corp you. See your Distributor for samples, photographs and other data on the 


SAN FRANCISCO Kehoe Display Fixture Co many smart models available. There's no obligation. 
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Size overall 6 ft. 4 in. high, 
8 ft. wide, 12 in. deep. 
GLOBE 47 in. in diam., processed six oil 
colors on 100 pt. stock, reinforced in back with 
1 x 2 in. wood construction, dowelled easel 
Ribbons processed four oil colors 140 pt. stock 
cut to shape, braced with 1 x 2 in. wood yn 
Everyone should see and know the Flags of all nations of North and South struction 
America. The United States and 21 other countries are represented with anemeiC ase Bunt PN 
the map and names of each country. ep ee ee " senggpinllp spires 
“KEEP THEM FLYING”. .. In windows, in interiors, anywhere. Loan to chari- with 48 in. dowel, 14 in. diam. 21 small Flags 
tles and patriotic meetings. INDIVIDUALLY PACKED—COMPLETE SET, ONLY authentic reproduction in oil colors, size 
814 x 9 in. on 40 pt. stock supported on \% in 
ORDER TODAY! dowels, eachnumberedtorpositionondisplay 
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Pan-American properties... 
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color—with suggestions for 
uses —WRITE TODAY! 


FREE eee Just off the press... beautifully illustrated 
brochure with suggestion for uses of “For DURATION... 
Make it DO!” Posters and Comuras. Excellent for promot- 
ing the many repair features offered by your store. Also, 
4-page brochure on “V for Victory” properties—carvings, 
Comura and posters in full color. With suggestions for 
uses in windows, interiors and all Patriotic displays. 
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OUR NEXT ISSUE 


With the annual convention of the Inter- 
national Association of Display Men only a 
little more than a month away when the May 
15 issue goes into the mails, complete informa- 
tion on the educational and entertainment pro- 
gram for that event will be greatly in demand. 
++ You'll find it all in the May number, along 
with plenty of other absorbing and timely 
articles, features and reference material for 
the days ahead. 


1942 


"| would like to suggest that the display man- 
agers have a very great opportunity which amounts 
almost to a patriotic duty to carry out the pictures 
which they are creating in a manner that will tend 
to give the public a feeling of courage and of the 
solidarity and strength of the American nation. | 
feel that this kind of backbone stiffening effect is 
brick wall. The figure was posed casually on a so important that it can not be stressed too often.” 
grass mat, flanked by bright hollyhocks at each —Wallace C. Speers, Vice-President, James Mc- 
side Cutcheon & Co., New York City. 


THE COVER 


The display on the cover this month is the 
work of Aubrey L. Maley, The Broadway-Holly- 
wood, Hollywood, Calif., one of a series of 
seven windows with the same approach. This 
particular display featured shoes in a self- 
explanatory setting. The frame was done in 
pale green; within it appeared a section of red 
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Conserve YOUR METAL 
DISPLAY EQUIPMENT 


The metal racks, displayers, stands and other Darling metal units you now have your store 
equipped with, will last for years if handled with reasonable care, Periodical cleaning and 
polishing with systemized storing of fixtures when not in use, will do much to make them 
outlast the duration. Remember, too, that the proper care of your metal fixtures will help 


conserve precious metal needed for vital war production. 


Naturally, avoid rough handling of fixtures, knocking them together, ete. 


Careful storage of fixtures when pot in use will greatly increase their period 
of usefulness, All metal parts should be rubbed with oil or vaseline, wrapped, 


and stored in a dry place, 


For cleaning and restoring the beauty of chrome displayers, there are 
several fine cleaning compounds on the market. If none of these are avail- 
able, use a mild kitehen cleanser such as Bon Ami and polish with a dry 
eloth, Displayers with a silver or lacquer finish should be washed with 


mild soap and water and thoroughly dried, 


BRONSON MICHIGAN 
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isplay . . . Like Bullets 
Can Help Win This War 


By W. L. STENSGAARD, President 








W. L. Stensgaard & Associates, Inc., Chicago 


With war surrounding us in ‘most every 
foreign land, on the shores and throughout 
every ocean of the world, there is much that 
the American people do not 
The problem is difficult and contusing be- 
cause of news and propaganda, vet every 
American is anxious to help if he or she 
can only find the assignment, the task, the 
understanding. 

Display is merely another form of educa 
most valu- 


tion, yet it has always been a 


“visual education.” 


pictures, not 


able form because it 1s 
The human mind 


and the eve 


thinks in 


words, becomes the human 

camera through which people learn most. 
War must be taught to American people in 

straight-forward 


rhe success of Life and other pictorial mag- 


“kindergarten language.” 
azines is a further indication that people 
want to see in the language that they vis- 
ualize and understand most quickly. Dis 
that form of \merica’s 

by the millions 


play is language. 


windows are saying to the 
\merican people, “Business as usual.” True, 
there have been some patriotic displays but 
these to date are entirely too few and in a 
majority not yet truly effective or 
their 

the job that can and will be 


great 


sufficiently direct in message to do 
done. 
they 


have given one window in the past month or 


Some stores seem to feel that because 
so, they have done their part for the time 


being in the victory program. Some stores 
feel that 


one window, out of a battery of 


seem to because they have given 
twelve ot 
twenty, to a bond display or patriotic effort, 
they have completed their job. What if the 
automobile industry had tried to make a tew 
side issue? At first the 


\merican people found it difficult to under 


tanks or guns as a 
stand why the great American nation had to 


stop making any automobiles or tires or a 


thousand other civilian 
\fter Pearl 


very day 


use. 
this 
constantly in 


products tor 
Harbor 
there 
understanding of the 
of education. In 


and right into 


has been a 
creasing tremendous 


task ahead, all because 
some languages they call it propaganda. 
Yes, retail 


and many 


stores have been cooperativ. 
have given not window but 
Others 
to educational work 
all-out 
groups for the 


one 


have given much 
within the 


COE yperati mn 


many windows. 


space store 
given with 
military 
Even with all this, the retail 


weak. | 


because 


and have 


civic and purpose 
ot education. 
has been very, very believe 


reason it is weak is there is 
not yet a full understanding of what display 
organizations can do 
Also, too 


trying to do do 
They want to fit the victory activ- 


windows and display 
to help win the war. much re 
tailing is “business as 
usual.” 
calendar and 


usual selling 


around the usual anniversary events, Dollar 


ity around the 


understand. 





day, month-end sales clearances and_ thi 
like. This positively can not be done. Vi 
tory will not come when we treat it as a 


secondary effort or job. 





—W. L. Stensgaard— 


Here I set forth a few of the opportunities 
lor display ; 
l. The 


stamps 


sell 


continue It 


drive to defense bonds and 
received 


should has 


perhaps the most notice from all torms ot 


advertising, whether it be radio, magazine, 
billboards, retail stores, industries or others 
If retail stores would give of their eftort 


as manufacturers and radio stations hav. 


given of their programs and time, much mors 
be done more quickly 


\pril 1, all 


doing war work were 


would 
2. Effective manutacturers 
required to stimulat 
efforts, to increase production and to mak 
Why not tell all the people in 
local 


keeping up with or are ahead of schedules 


reports. yout 


community how manutacturers are 


Phe families are interested, all othet peopl 


are interested and your store can stimulat: 


further increased production by relating to 
your local public how your local industries 
are cooperating and preceeding with this 
“Production Drive” as requested and = di 


Donald M. 


Production 


Ne lson, 
Board 


This begins very 


rected by chairman ot 


the War 
3. Sugar rationing: 
\merican, 


soon 


and affects every voung and old 
What do the people know as to the reasons 
for sugar rationing? Do they understand 
that 


quired to make alcohol, which 


millions of pounds of sugar are re 


with nitric 


ordinary cotton mak 
Nine-tenths of a poun 


pound 


and 
smokeless pow der? 


acid some 


of sugar is needed to make every 


of smokeless powder. Large guns, especially) 


naval guns, can not be fired without smoke 
powder. Does the 


that sugar supplies from the Philippines at 


less public understan 1 


cut off and that sugar supplies from Hawaii 


are uncertain because of the war? Less 


sugar is coming in from fewer countries be 


cause the ships are needed to carry more 


strategic materials which are being shipped 


to our Allies under the Lend-Lease plan 
Does the public understand that sugar is 
prized mostly tor the sweet flavor? Food 


experts say that vou really do not need any 
sugar at all. What you do need 1s_ the 
food energy that sugar gives you. This 
energy can be tound in breakfast foods, 
cereals and many other toods as well. What 


are these toods: Displays can help tell and 


teach Such information is easily obtain- 


able 


in display. 


and should be shown and dramatized 


window 1s not enough— 


( lub 


series ot 


()nie 


but the local display can get togethe 
windows and al 


and decide on a 


locate the subjects to each member and it 


coordinated mannet 
this 


dramatized in a 


4. Rubber for America in war: A 
subject of tremendously vital importance, on 
which is not as vet understood; a subject 
that 


visual education such as display 


about through 
No rubbet 


most 


people can learn most 


gadgets o1 con 
Substitutes 
Many 
good, but people do not so 
Why is the rubber shortage 
needed in 


will be available tor 


must be 


sumer equipment 


found and accepted. substitutes are 


equally under- 


stand. and why 


is rubber so vitally large military 


and naval activities: Get the tacts and 
plan a series (not just one) of displays to be 
used at one time or from week to week and 
assign vourself the job of telling the local 
community in windows and advertising and 


over your radio program all that you can 
learn that they should know in order that 
they will cooperate more fully That is part 
of the retailer's job. 

5. Victuals and vitality \lready there 


has been a misunderstanding about the gov 


ernment attitude toward Victory gardens. 
Yes, the Department of Agriculture wants 
Victory gardens of the right kind. Read the 
March 30 issue of Life where three pages 
tell “how to plan a Victory garden.” True, 


will be misdirected effort but 


there some 

all of this can be corrected and guided by 
more displays. Show people how. That ts 
actually the job of display. It is visual 
education. Many large homes and fine es 
tates will plant fewer flowers this year and 


Victory gardens Contusion 


on a subject like this exists because retailers 


more and more 


do not, in many cases, get the facts and 
dramatize them and translate them accurate 
ly and properly to the public. They 
start the ball 


Life, as a magazine, to tell 


walt 


for someone else to rolling 


They 


them 


Walt tor 
how. 

\ssociated with the Victory garden is the 
“Victory in Victuals.” What 
vitamins do people need according to age, 
work? We think bx 
cause there have been some stories and some 
education on this that everyone should know. 
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story about 


according to type ot 


[Continued on 









































































DISPLAY WORLD 


Approach To Summer 


With May and June, the field of retail 
moves into two months that represent 
total of approximately 16 per cent of 
average store’s yearly volume of busin 
Both months are replete with special “da 
and “weeks” which offer excellent opp 
tunities for promotional selling. The vari 
of merchandise demands during May al 
keeps many departments humming. The 
petus of warm weather and the hint of hot 
days to come aid in bringing out customers 
in volume, 

Mother's day comes on Sunday, May 10, 
and will probably offer a better promotional 
hook-up this year than ever before. Thi 
sands of sons are away from home, in the 





army or navy, and will be purchasing Moth 
er’s day gifts in greater profusion than in 
the past. All this means an excellent oppor- 
tunity to promote the event from the gift 
angle, with the sentimental theme taking 
precedence. 

Cotton week, May 15-23, offers displaymen 
an especially fine chance to build up an 
appeal to patriotism in connection with cot- 
ton merchandise, while the nation-wide pro- 
motion of Cotton week makes the sales job 
easier. Many stores are planning this year 
to make Cotton week practically a_store- 
wide event, since so many departments stock 
merchandise coming under this classifica 
tion. 

Home furnishings can be promoted profit 
ably during May, including summer furni- 
ture, porch furniture, summer rugs, curtains, 
slip covers, and the like. 

Decoration day marks the start of week- 
ends in the country and other spots for re- 
laxation, which means that play clothes 
should come in for their share of the display 
spotlight. 

June is runner up to May from a mer- 
chandising standpoint, but only by a narrow 
margin. Ranking eighth among all months 
as a_sales-producer, June brings a_ full 
swing into summer. But where in the past 
this month has been thought of as heralding 
the beginning of the season of leisure, 
fun, and comfort, this year the emphasis will 
be on the war effort; long week-ends and 
summer sports and outings will have to go 
on a “priorities basis,” as sacrifices to ulti- 
mate victory. Hence it becomes more im- 
portant than ever that these rarer pleasures 
be packed with as much energy-building re 
laxation as possible. This offers an attrac- 
tive theme around which to plan many dis- 
plays for a varied line of merchandise, and 
stressing this idea of making a complete 
success of any relaxation time, no matter 
how brief, will help in trading up on 
articles concerned. 

Hints have been made by the War Pro- 
duction Board that there is a possibility 
travel rationing a little later on this y 
to eliminate train and plane trips that are 
not absolutely necessary. If this restriction 
goes through, it will mean that many peopl 


11 
il 


—Top, by J. E. Vent, Rike-Kumler Company 
Dayton. .. . Center, by Fred Wassall, Walker 
Brothers, Wichita. . . . Left, by Harry Eastham 
Burdine's, Miami— 
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—Right, by Aubrey Maley, The Broadway- 
Hollywood. . . . Center, by Otto Lasche, 
Kline's, St. Louis. . . . Below, by Harry 


Eastham— 
will spend their vacations at home, the tire 
situation being what it is. This gives the 


store a splendid chance to sell the home 
owner on diverting part of the proposed 
vacation money into new house furnishings 
\ suggested display theme is: “Enjoy Your 
Vacation in New Surroundings—At Home!” 
Growing in importance each year, Father's 
day—June 21—is by now nearly up to Moth 
ers day in retail sales figures. This year 
again it will have behind it the weight ot 
national advertisers and manufacturers. Hu 

x has more of a place in displays for 


; Father’s day than probably any other pro 
‘ motion. 
; \nd by no means neglect graduation dis 
plays. Hundreds of young men and women 
will graduate in June, and to them and their 
" families graduation is about the most im- 
Ps portant thing on the family agenda at that 
i time. 
a The summer theme is handled well in the 
. displays presented here, beginning with the 
sae one for summer furniture. The slogan is 
a lettered roughly across a strip of matting 
; suspended along the background practi- 
b cally the only display prop used in the win 
+ dow. The display is by J. FE. Vent, Rike- 
st Kumler Company, Dayton, Ohio. 
" Light and shadows are used effectively 
in the next setting, by Fred Wassall, Walker 
' Brothers, Wichita. Featuring “Apple Blos 
7 som” perfume, the display had a background 
r ot blue, with cut-out lettering done in a 
a delicate shade of rose. The tree trunk was 
t made of muslin wrapped over rough news 
* papers which in turn were on a skeleton of 
a blindstop. The muslin was wrapped on 
wn and painted while the newspapers were 
a still wet. The branches were real, with 
; artificial apple blossoms attached. The plas- 
ter figures and pedestals were of white 
‘i plaster. Bright vellow and white lighting 
she shows through the blossoms to give an airy, 
ull sunshiny effect. 
oa Dramatic in size and treatment were the 
ng big palm trees in the third display, by Harry 
a Eastham, Burdine’s, Miami srilliant light 
vill ing simulates the sunshine of Florida. East 
ae" ham also did the final display pictured at 
aA the lower right on this page, using thatch 
Tt- profusely, 
be \t the top of the page is a display by 
Me \ubrey Maley, The Broadway-Hollywood, 
pe Hollywood, in which Helena Rubinstein’s 
_ “Red Apple” make-up is shown. The tree 
ce was a wall board cutout in green, with the 
pea leaves painted in outline. Real apples were 
Tete cut in half and appliqued in place. At. the 
tter base of the tree was a bushel basket of real 
ll red apples. The floor was covered with a 
green grass mat, with red bricks around it 
Ds The gate and post were rain-marked to give 
\ the effect of age The cosmetics were 
ane mounted on the gate, along with red acces 
re sories. The figure wore a red and white 
tion adress 
ae Next is a woodland setting by Otto 
Lasche, Kline’s, St. Louis, complete with 
ny real rocks, moss, pool, and trees—an eye- 
ker Satisfying sight on a warm summer day, and 
im a perfect setting for the play clothes dis- 
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Memo From New York 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


APRIL, 1942 




















Spring is the season that reenacts the 
great drama oi Easter. Happily, even thes« 
unprecedented times can not alter this fes 
its symbols of new life and new 


tival ane 
hope; likewise these stirring days have not 
altered the spirit of local displays which 
indicate that each individual will be all-out 
with “Head Up—Chin Up—Under a Pretty 
Hat” ... to use the apt language of a 
Macy headline. 

Despite the fact that basic materials are 
limited or proscribed by the necessities of 
war, the challenge is being met by display 
designers who are using these hurdles as a 
stimulus rather than a deterrent. 

\nd speaking of Macy's, three interesting 
windows were created by Display Director 
Irving Eldredge for gay millinery displays 
at that store. The displays tied in with a 
“Salute to vour Suit,” the text in the illus- 
trated window continuing, “Nosegay Hats 
with Black.” (First illustration.) Of en- 
viable interest is the reclining figure in the 
large pink suit box lined with moss and 
trimmed not only with flowers but having 
cerise and green ribbons applied as bands 
on the side of the box. This same treatment 
was used for the large hat boxes. Returning 
to the recumbent figure, who wears a black 
moire suit with a bit of sugar fluff for 
neckwear, flowers are encased in the white 
wire head of the figure and flowers also 
make the posed hat. A cutout in the back 
ground makes an exaggerated lapel, this fin- 
ished in black moire with a millinery head 
and nosegay hat centering a boutonniere of 
\ leafless tree painted pink 
is abloom with these hats, and branches to 


pink blossoms 


the right of the setting are intertwined with 
pink veiling and a = single millinery head 


topped with brightness. The mannequin to 
the left contemplates the scene with evident 
satisfaction. 

Four interesting Fifth avenue windows at 
Franklin Simon's stressed the point of last 
month's article in DISPLAY WORLD en- 
titled, “This is a Business Girl Year.” Indi- 
vidually and as a series, this stretch of 
windows illustrated how a store can capture 
the great potential interest of this newly 
identified consumer group. James Gosling, 
display manager, took his inspiration direct 
from the pages of the business girl's maga- 





zine “Charm” and played up their feat 
article, “10,000 Girls in a Magic City.” 
cover of the April issue, reproduced 9 {vet 
high, was used as a background in the series 
of four displays. The window pictured 
here (second photograph) depicted the 
cially designed business girl mannequins in 
a display variation of their 9 to 5 of 
atmosphere, with navy blue featured as th: 
correct outfit for the job aspirant who is 
having her qualifications jotted down by 
girl on the desk. The adjoining window pos 
sibly held out more appealing human inte: 
































est, for two of the business girls had_ fin 
ished with their day's work and, freshened 
up in date dresses, were shown in a cock- 
tail lounge keeping an appointment with a 
very handsome naval officer. The other two 
windows were given over to two important 
items in the girls’ budget—blouses which 
could change the personality of a suit, and 
“pretty, feminine hats.” 

The many forms of display papers ar 
being ingeniously handled by local display 
men, as witness the handiwork of Edgai 
K. Gebhart, display manager for the Jan 


Engel Shops. (Third illustration.) All 
white paper is used throughout the setting 
for displaying a collection of “Poison 


1 
th 


Green” hats. White paper masques_ with 
fluted ruffs make whimsical millinery heads 
Only the mouth and one startling eye make 
the facial features—these cut from the white 
paper and appliqued in place; the long curls 
are also made from the white paper. Three 


—Above, a display by Irving Eldredge, R. H. 
Macy & Co.... Left, by James Gosling, Frank- 
lin Simon's. . . . (All photographs by cour- 
tesy of Virginia Roehl Studios, New York 
City) — 
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—At the immediate right, by Edgar K. Geb- 
hart, Jane Engel Shops. . . . Extreme right, by 
Sidney Ring, Saks-Fifth Avenue. . . . Center, 
by Joseph Dultz, Bloomingdale's. . . . Below, by 
Dana O'Clare, Lord & Taylor— 


units, one large and two small of the fluted 
vaper, these also in white, are spaced in the 


window as background. The setting is com- 
jleted with a carpet of white paper for the 
oor of the window. The two adjoining 


displays in the series showed the manne- 

quins posed by a large paper tree or sur- 

S rounded by flowers—all fashioned from the 
paper and in pure white. 

The season’s message—"‘Spring’—which is 

n so very welcome was charmingly presented 

by Display Director Sidney Ring in a series 

of six windows at Saks-Fifth Avenue. One 

IS large letter making up the word “Spring” 

was held by the mannequin in each of the 

six settings. This same cutout was clearly 

repeated in a group of pieces which went 

to make up a puzzle laid out on the floor 

of the window. The jagged cut-out pieces 





forming the puzzle were either green ot 


with a new hairdress of tull curls also cut 
from the paper. Cutouts tor andirons, used 
against the black background ot the re 


cessed fireplace, stand out with their color 


ful paper finish; in the niche above th 
mantel a vase of hot house carnations picks 
up the pattern. rvstal candelabra complete 


the appointments of the mantel The two 


chairs, placed in the corner of the window 
for a conversational group, are entirely 
finished in the carnation pattern and each 
of the mannequins wears boutonnieres tea 
turing this flower 

“It's Time to Get that new Spring Hat 


to match the good spirits of your new spring 





sult . to improve the spirits of your old 
one and you'll find just what you want 
on the men’s floor’—read the spring invi 


tation in a men’s hat window at Lord & 





; Taylor's where Display Director Dana 
; O’Clare made for this type of merchandise a 
display as refreshing as the spring scen 
which he depicts. Set in the park, the slen 
der and sturdy trees are budding not only 
” new leaves but felt hats 
ii yellow, while the letter held by the manne 
eo quin was covered in wood-green linen and 
was further trimmed with colorful spring 
; flowers. 
pie? The copy on the window card gave th 
sch complete fashion story and followed up the 
i teatured letter. Starting from first to last 
in the series the texts read: “S—is for Saks 
= Fifth Avenue—exciting Spring Collection: 
P—is for Prints, to wear in town; R—is for 
en Rare Prints, fine workmanship; I—is for 
a interesting new lines definitely 1942; N—is 
‘NII tor Natural clear-washed colors; G—is for 
ase Green and Grass which means Spring is 
; ps here.” 
th \t Bloomingdale’s, Display Director Jos 
ie eph Dultz chose gay paper for a corner win 
a dow, this self-contained setting making an 
+6 apropos background for presenting “Beauti 
are ful Spring Coats.” Red and pink carnations 
iti on a white ground made up the wallpaper 
pattern. A stand placed on either side of 
the drawing room fireplace holds a white 
“4 plaster figure of a woman's head. Cutouts 
un ot the flowers in the pattern are applied 
nek here and there to the surface of the face 


and throat of the figure, which is completed 
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California Springtime 


By HERB CROSS 
"Dick" Whittington, Los Angeles 


to predict the 
fol- 
decades we were 


It is against the law 
weather, but 
lowed winter for so many 
reasonably sure here in Southern California 
It did 
come on schedule and was a welcome visitor 
radio 


Now 


fortunately spring has 


that it would arrive again this year. 


between broadcasts and screaming 
headlines. 

The window displays revealed no drastic 
Men 
and women have come face to face with the 
part have to play in the effort, 
and probably nothing but a drastic change 
could turn their 


their responsibilities, 


changes in the local fashion picture. 


they war 


trom 
win- 


eyes momentarily 


anyway. Local 
displays, however, did 
Blow” 


There was a fresh and 


dow and_ interior 
“Deal Another Smashing 
the people's morale. 


to elevate 


enthusiastic spirit about the displays, espe- 
flowers ap- 
As one displayman said, “There is 
nothing to compare with a floral 
tion to calm the nerves. A little 
that nature is still grand goes a long way 


cially these in which spring 
peared. 
presenta- 


reminder 


these days.” 

It is a nationally recognized event when 
Harvey Pettit and his display staff at J. W. 
unveiling 
displays. It is an 
for- 


Robinson Company announce the 
of their spring floral 
affair that 
ward to viewing. The store, in cooperation 
with a prominent national 
centrates on flowers as the 
dramatizing perfume. For instance, if a per- 
fume called “Orchid” 
play material, an entire window would be 
filled 


The city’s 


annual every shopper looks 
perfumer, con- 
medium for 
dis- 


was selected as 


with orchids 


finest florists were given the 


job of supplying the flowers that were used 


in the displays, and an interesting note in 
this regard is that many of the flowers re- 
It was 
a tremendous keep 
tab on each and every plant, but the meticu 


when it 


quired replenishing, sometimes daily. 
and creditable job to 
lous was understandable 


revealed that several plants were valued in 


care was 


excess of $500 each. Electric fans and air 


devices were some 


delicate plants required never- 


conditioning used, as 
particularly 
ending attention. 

There were fourteen windows in this series 
and all contained genuine flowers) which 
were correlated with the perfume displayed. 
The title of the “Roman- 
tic Gardens of the World.” 
illustrated here (top of 
11) presents a Hawaiian garden scene with 
orchids, picture plants, and ferns. A man- 
skirt and a lei 

one side. <A 
corresponding perfume arrangement featur- 
The 


series 


window series was 


The window page 


grass 


nequin dressed in a 
of gardenias is seated at 
ing “Gardenia” is in the foreground. 
background in display of the 


large 


each 
was a painting —a 
water color and pastels. 


combination of 
The 
painting mountain or 
which established geographically the atmos- 
phere of the window This 
was brought forward into each display by a 


scene in the 


was of some vista 


setting. scene 








clever manipulation of perspective and 
lighting effects. 

The general window illumination was 
dependent upon the setting of the = dis- 
play, whether it was tropical or otherwise 
If it was tropical, like the window described 
above, the lighting was mellow and_ tem- 
perate. 

This floral theme, “Romantic Gardens of 
the World,” was into the in- 
terior displays of Robinson's. It might be 
interesting to add here that the black and 
photograph of the Robinson floral 
window which we describe does not do jus- 
tice to the design which 
made the 
was. 

Harvey 


also carried 


white 


color and really 


window the gorgeous creation it 
Pettit also did another inspiring 
windows entitled “Fashions of 
Yesterday and Today.” In effect it 
Easter parade dating back as far as 1882 
This old-fashioned apparel did not 
from a Hollywood costume 
often the The apparel 
friends of the store who opened up old 
trunks wardrobes and released their 
heirlooms for this particular series. Au 
thentic hairdos of the period were coiffured 


series of 


Was an 


come 
house, as 1s 


Irom 
j 


case. came 


and 


on the mannequins from family album pho 
tographs. In addition to the 19th Centut 
parade, each window contained 

figure dressed as of April, 1942. The changes 
which the past halt have 
were thus interestingly brought side by side 


fashion 


century wrought 


—A window display within a window display is 
used by Aubrey Maley, The Broadway-Holly- 
wood, for the millinery setting seen immediately 
above. .. . Center, “Look Right This Way, 
from Desmond's, Wilshire. . Left, "Amigo 
Mio" was the good-neighbor theme of this 
display by Irving Waldren's, Brook's. . . . (All 
photographs by courtesy of "Dick'’ Whitting- 
ton, Los Angeles) — 
















A || 
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—One of the fourteen lovely flower windows 
created by Harvey Pettit, J. W. Robinson Com- 
pany, for the company's annual promotion of 
a well-known perfume. . . . Center, also by 
Pettit, contrasting the fashions of a former 
day with those of 1942... . Below, an Easter 
setting by L. J. Portia, Bullock's— 


in one display. The window settings were 
dated and credit was given by name to the 
friends of J. W. Robinson Company who 
made this fashion panorama possible. In 
the window illustrated (center, page 11) the 
chairs in the living room scene dated back 
to the early 1900’s. This series of the old 
and new did not overlook several choice 
bits of children’s apparel, treated in the 
same manner as the adults’, as indeed they 
are today. 

The first early Easter display made its 
appearance at The Broadway-Hollywood. It 
was a corner window and teatured Easter 
bonnets, “Feminine with flowers and veils.” 
(Upper right, page 10.) Display Manager 
Aubrey Maley used the novel idea of de- 
picting a window display within a window 
display. In the background was a framed 
window frame. “Looking in” from the box 
were two mannequins attired in street wear. 
in the forground were several large hat 
boxes garlanded with veils and lace, and 
protruding from them were mannequin 
heads. These heads were adorned with 
every imaginable type of bonnet which could 
be worn during this season. The illumina- 
tion was general. 

“Look Right This Way” was the theme of 
a series of men’s wear windows at Des- 
mond’s-Wilshire (center page 10). In each 
showing was a large picture frame with a 
background of our national colors. In the 
frame stood a mannequin being photo 
graphed. In the foreground was a candid 
camera on a tall tripod. Wire was stretched 
from the lens to the figure to simulate the 
lines of “lens angles.” Attached to one wire 
were the cut-out words “Look Right This 
Way.” The word “right” of course had two 
meanings; one “right” was the cut of his 
outfit, and it was “right” that he look to 
wards the camera. An Easter rabbit, tulips 
and almond blossoms gave the window that 
spring feeling. Accessories for the apparel 
were also shown. 

The next window is from Brook's, as seen 
at the bottom of the opposite page. The 
Latin-American good neighbor policy was 
strikingly revealed by Display Manage 
Irving Waldren’s choice of warm-blooded 
colors. Colors as bright as a tropical sun- 
set and as dashing as famous matadors were 
featured in these displays. “Amigo Mio” 
(my friend) they were titled, and the ap- 
parel shown had such gay names as Cuban 
rum, Ecuador raffia, Peruvian ceramics, and 
Argentine wheat. 

L. J. Portia, display manager of Bul- 
lock's, presented “The Easter Fashion Pic- 


ture as California Sees It.” This promenade 
ot tashion emerged from the portals of a 
church in one corner window. The _ back- 


ground of the showing was a_ beautiful 
church setting, complete with stained glass 
Window and beckoning doorways The 
church had doorways facing both window 
angles, with people pouring out. Plentiful 
green foliage indicative of the blossoms of 
‘astertime completed the scene 
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PROMOTIONS 
by Louis Gehring 


Display Designer and Consultant, New York City 


What is so fair as a bride in Jun 

a vision of sheer loveliness as 
gazes upon exquisite gifts arrang 
on an elaborate three-tiered wedd 
cake display unit? Miniature brid 
and bridegroom in military array 
complete the setting. Colorful roses 
bordering the bottom tier of the cake 
display lend a striking contrast to the 
oredominating white. 
























































The patriotic panel unit makes a smart 
setting for this year's graduate. Red and 
white stripes with scattered blue stars are 
framed on either side by white columns. 
Either a boy or girl mannequin in cap and 
gown can be used. 
























































Why shouldn't father celebrate on Father's 
day? A humorous note is struck in this dis- 
play panel depicting a father celebrating 
his day and enjoying all the things that 
help to make life with father a happy one. 
A mannequin or cut-out figure should be 
used. 
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FOR JUNE 


This suit and accessory unit can be used either 
in a window or as an interior display. The cir- 
cular bases are heavy cardboard tubes, 21 
inches in diameter and 21 inches high, covered 
with birch bark paper. The lower portion of the 
center unit is 9 inches high. The middle part of 
the center section is 16 inches high, painted 
green. The center back panel is covered with 
birch bark. A few branches of birch leaves 
should be arranged about the panel. 











Here is a novel interior or 
window display unit for men’s 
sport shirts and slacks. Two 
end panels are devoted to 
figures cut from 34-inch fir 
plywood and sprayed in white 
lacquer. Panels are blocked 
off into two triangles of con 
trasting color. Cut-out let 





ters tell your sales point 
COMEBEOP RT-IN- ACTION att y oles point. 
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This display unit can be used as an interior 
display on ledges or, in enlarged form, it 
can be used as a complete window back 
ground. It is a practical unit for all type 
of sport togs and can be made very at 
tractive by the use of a colorful awning 
and an appropriate illustration on the back 
panel. 

































The military parade was pulled out of the 
fashion headlines early this month to make 
way for the drove of rabbits that came onto 
the Chicago scene to make sure that every- 
thing was in readiness for the Easter pa- 
rade. And everything was more than ready. 
Windows were primped within an inch of 
their lives and springtime was spilling over 
the edges of every display in sight—and 
that goes for suburbs as well as the Loop. 

Displaymen deserve a medal for introduc- 
ing a pageant of unleashed gaiety into a 
war-worried picture—for giving the shop- 
ping public a mental tap on the shoulder 
as if to say, “Look, there is a pretty side to 
life after all!” 
for reminding the people on the street to 
look up and see the Easter rainbow. Off 
hand, it may sound a little mercenary, but 
there are times when it’s a good idea to 
and this 


They deserve a merit mark 


hitch your mind to a pot of gold 
was one of those times 

Easter “Eve” stepped out of an Easter 
egg over at Mandel Brothers to do Display 
Director J. R. Cooper proud, as evidenced 
by the dramatic window seen in the first 
illustration. Beside her was a concrete ex 
ample of what the “cuffless’” young man will 
be wearing For atmosphere, this corner 
window was draped with a temporary back 
curtain and festooned with a swish of light 
rose-colored taffeta spilled over with lilies 
and swinging down from the upper-left cor 
ner to end in a bow above an ingenious ac 
cabinet. Collars, 
boutonnieres were shown in and about the 


cessory beads, bags and 
edging of an open Case, built in the form 
blue-striped inside and 
cloth-and-lace-covered 


of a halved egg, 
bordered — with 
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pring Symphony In Chicago 


By KENDALL HULL 
Fred Kuehn & Co., Chicago 


frame. Backstage floods playing upon the 
scene emphasized the soft folds of the back- 
ground curtain, cast fascinating shadow de- 
signs. 

A windowful of wizardry was unveiled to 
the public not long ago by Display Manager 
Fred Johnson of Goldberg’s, Forty-eighth 
and Ashland boulevard. Headlined “Swing 
into Spring,” the display was completely 
realistic with two white rope swings 
manned by two trim outdoor girls in con- 


Whimsi- 


stant motion as attention-getters. 
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cal doves held up torn placards pointing 
up the window full of suits. Leaf-grown 
trellises spaced between massive papier 
mache tree trunks marched down the entire 
length of the set, giving an illusion of great 
depth. Overhead lights splashed synthetic 
sunshine over the expanse of transplanted 


garden. Well down front, a molded bird 


bath added still another touch of realism. 
The color scheme, by way of novelty, was 
patterned after nature's own ideas. The 
window is pictured on page 14. 


Clouds floated triple-paneled 
screen in Sam Blum’s fashion setting at Th 
Fair Store, illustrated on page 15—the screen 
being the only prop except for two pieces 
of modern white-painted metal garden furnt- 
ture. A background of chaste severity, high- 
lighted by off-stage floods, turned the ac- 
cent to a trio of smartly garbed, well-spaced 
models, in both sitting and standing pos! 
tions. A poster, centered on a fringed mod- 
ern rug and weighted down by pretty cos 


across a 


metic packages, bore the caption: “Clear, 
high colors are sheer excitement with all 
your accessories.” A display head—show 
ing a trig over-the-evye hat, purse, bouquets 
splashed here and there, fur scarves, trail 
ings of beads and other feminine knick 
nackery — completed this cleverly executed 
bit of simplicity. 

R. R. Jericho, over at the Boston Store, 
suggested that shoppers “Get into the Pa- 
rade in Navy or Black” by means ot a 
poster titled “Chicago Easter.”  And_ th 





—At the upper right, by J. R. Cooper, Mandel 
Brothers. Left, by Fred Johnson, Gold- 
berg's. . . . (All photographs by courtesy of 
Fred Kuehn & Co., Chicago) — 
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—Right, by Sam Blum, The Fair Store. 


Center, by R. R. Jericho, The Boston Shem. 


_. « Below, by J. W. Campbell, Carson Pirie 
Scott & Co.— 


tet of black-and-blue-suited mannequins 
did their full stint to put passersby in the 
mood, aided and abetted by a bit of back- 
ground by-play clearly designed to bring on 
qa severe attack of spring fever. Take a 
few patches of Kelly-green grass, an im- 
portant looking bird house practically large 
enough to accommodate your entire family 
if you found you were suddenly faced with 
the threatened apartment shortage, a sun 
dial, a garden drowsing chair, a bed of 
tulips, and a generous burst of blossoms 
and pussy willows, and you'll see what we 
mean. And put all this spring finery before 
a snowy colonnade and you have the strik 
ing display pictured here. 

Timely in another way was Display Di- 
rector J. W. Campbell's “Career Girl” office 
setting which recently drew far more than 
casual comment. The time: most any hour 





from 9 to 5; the place: an editorial office; 
the girl: well—there were three of them 
grouped in formation, so natural you almost 
expected them to start moving. One at the 
left was running through the photo morgue, 
one foot propped comfortably on the open 
drawer of a metal filing cabinet. One of 
her fellow workers was balanced on the cor- 
ner of her desk looking expectantly at the 
third of the trio, who, tastefully done up 
in the best “reporting” attire, was care- 
fully perusing a magazine. Tear sheets 
pegged to the back wall, a pair of framed 
fashion pictures, two photo mats down front 
by the file case, a small lamp, typewriter, 
chair and screen were little details that were 
big convincers in making the room as real 
the people in it. The middle figure held 
the key poster which read, “Gathering News 
She Goes”—and it might have been added 
that Campbell had been doing a little “wool- 
gathering” on his own, judging from the 
very chic selection of wool jacket and coat 
suits shown in the display, as seen on this 


as 


“ven a pot of flowers will suffice for the 
spring touch if it’s the inspired sort used 
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by Display Designer Henry Strasser in a 
display out at Marshall Field & Co.’s Evan 
ston store. Building his scene (not illus 
trated) around a rococo white flower cart 
with wheels like giant snowflakes, he pre- 
sented a florist’s dream of a “garden of 
bonnets,” with a gala assortment of colored 
chapeaus topping pretty plastic heads that 
stemmed from leafy stalks lwo modern 
back panels splashed over with sunshine and 
shadow added interest to the collection ot 
potted hats, lapel nosegays, perfume and 
potpourri in general, and a_hand-lettered 
scroll suggested that “Veils and Flower 
Props” are important to that “Fragile Look.” 
A single mannequin attended the cart 

\nd, in conclusion we'd like to mention 
a trick idea now in effect at Goldblatt's 
State street store. Men's suits are on dis 
play in settings dominated by big fanciful 
green and white paper clocks, pendulums 
swinging to and fro, and dials with the 
words “Spring Time” substituted for the 


conventional numerals Incidentally, now 
that April has rounded the bend, the hands 
point appropriately to a quarter past spring 
time. 
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New York Display Factors Unite 
Sales 


For Defense Bond 


During the first part of this year the re- 
tailers of this city set up a Retail Advisory 
Committee for the Sale of Defense Stamps 
and Bonds in Greater New York. 
mittee was headed by William M. 
pre sident of Bonwit Teller. 


The com- 
Holmes, 
The purpose ot 


the organization was to promote, in every 


wav through the retailers, the sale of de 


fense bonds and stamps. 


One 
l)is- 


Various sub-committees were set up. 


of these committees was the Defense 


play Committee, with Tom Lee, display 


director of Bonwit Teller, as chairman. This 
committee decided, besides its other activi 
a dis 


Ne W 
the entire effort 


ties, to design, construct, and install 


empty store in mid-town 
decided that 


nature ot 


play in every 
York. It 


would be 


was 
in the a contribution on 
the part of displaymen, manufacturers, and 
suppliers in this city. 

Various locations in the mid-town section 
allotted to the 
display their 


Sue Williams, Sue 


were picked and following 


factors as territory : 


Williams Studio, Fifth 


By ALBERT BLISS, President 
Bliss Display Corporation, New York City 


14th 
Ruth Copeland Studio, 
Fifth avenue, from 14th to 23rd street. 
Albert Bliss, Bliss Display Corporation, 
Fifth avenue, from 23rd to 34th street. 
Jean McLaren, Fifth Avenue Association, 
Fifth avenue, from 34th to 59th street. 
Franklin 
Madison avenues. 
Dana O’Clare, Lord & 
Park and Madison avenues. 
\ ic Jones, 


from &th to street. 


Copeland, 


avenue, 
Ruth 


James Gosling, Simon's, lower 
Park and 
Taylor, middle 


Lucien Lelong, Ine., upper 


Park and Madison avenues. 


—Typical examples of recent Greater New 
York displays calling for the purchase of de- 
fense bonds and stamps. . . . Upper left, by 
A. N. Waldron, Loeser's, Brooklyn. . . . Upper 
right, one of the many windows sponsored by 
New York display factors and described in this 
article. Lower left, by James Gosling, 
Franklin-Simon. Lower right, by Henry 
Zimmerman, Weber & Heilbroner. . . . (All 
photographs by courtesy of Worsinger Window 
Service, New York City)— 
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Polly Pettit, New York School of Displa 
crosstown, 57th street. 

Tom Lee, Bonwit Teller, 59th 
upper Fifth avenue. 

Irving Eldredge, R. H. Macy & Co., 
street, from 8th to Lexington avenues 

Andy Hvorslev, Ohrbach’s, and H 
Deitzel, Hearn’s, 14th street, crosstown 

Various 
committee 
consisted of a 


street 


1 


submitted by the 
members and the one selected 
giant Uncle Sam's hat wit! 

Defense Bonds and Stamps 
This hat 
sizes, silk screened, and jig-sawed to. giv 
the hat silhouette. 

Over the hat and under it 
cut from “NoSeam.” The _ red 
above the hat was 7 feet 
made in three widths: 4, 8, 
This streamer bore the “It’s Your 
Hat.” <A similar blue, was 
provided below the hat and read: “Wear It! 


designs were 


the copy, “Buy 


for Victory.” was made in thre 


were streamers 
streamer 
long and_= was 
and 12 inches 
copy, 
streamer, in 


The blue duvetyne used as a background 
[Continued on page 43) 
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There have been many articles written 
which are intended to give ideas and aid to 
the average department store, women’s wear 
display, and many to men’s apparel, but 
there have been tew to aid and inspire the 
displayman in the men’s shoe shop where 
the physical arrangement of the windows 
will not permit the display installations of 
the kind found in the department store win- 
dow. 

The average men’s shoe store has a hard 
job of display in the first place, due to the 
fact that the displayman must incorporate 
many ideas, unit trims, promotions, and at 
the same time majority of the 
stvles in a very limited space. 

The average men’s shoe shop today will 
derive approximately 70 per cent of its busi- 
from its Therefore, 


show the 


ness directly windows. 
it is imperative that every unit and every 
piece of merchandise in the windows should 
be the ne plus ultra of perfection. This is 
not dificult to grasp when you realize that 
one pair of shoes, or grouping of shoes, 
will represent an investment in this store of 
anywhere from $200 to $500. After all, this 
one pair of shoes on display has to represent 
to the shopper every pair of shoes of this 
particular style in the store. This pair, 
then, must be perfectly formed, laced, beau- 
tifully shined, and, last but not least, placed 
in the with thought as to how it 
looks to the prospective purchaser. It must 
best 
study of placement, spacing, 
detailed 


window 


advantage. The 
and unit trims 
and important 
overlooked by 


be shown to its very 


is in itself a very 


thing which should not be 


any men’s shoe store or chain. 

With reference to the correct preparation 
ot a shoe for display, forming, lacing, and 
and finish are all important. 


proper shine 


Consideration of these elements is the first 
step toward a good, selling men’s shoe win- 
dow. This is held so vital by this department 
that we have recently gone to quite a bit of 
trouble and expense in preparing a detailed 
booklet entitled, “How to Form and Pre 
pare Men’s Shoes for Display.” The booklet 
is complete with photographs and descrip- 
tions of every step, including the equipment 
This method is necessary in order 
this first 
better selling window. 


needed. 
to achieve important step for a 
The second step, which in itself is an ex 
tensive study, is placement, unit trimming, 
general, how to 
interesting in 


accessory display and, in 
make a men’s shoe 
detail. This should be 
two standpoints: first, the 
set-up and layout of your individual win- 
dow; the 


window 
every considered 
from physical 
consideration of the window's 
“hot selling spots” is very important, since 
every window will have a certain spot from 
which merchandise will sell 
than in any other place in the window; the 


more readily 
one and only way to find this spot is by ex- 
perimentation; secondly, try to make each 
Pair of shoes an individual, completely inter- 


esting, arresting unit—and each unit spaced 
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Elements Of Men’s Shoe Display 


By W. C. JINKINS 
Nunn-Bush Shoe Stores, Chicago 


evenly with groups of interesting, neat, well 
balanced, clean-cut, accessor) 
tuating and accenting each and every 
The angle at 


set-ups punc 
pair 
placement or group of shoes. 
which a pair of shoes is placed will be a 
deciding factor whether or not this pair 
will sell. 

I have often stated that if a displayman 
working on a men’s shoe window will keep 
in mind all the time that he is really writing 
a comprehensive sentence which his_ pros- 


pective customer is to read, he can't go far 


His display should be created as a 
sentence, keeping in that the main 
words are the shoes; the punctuation is the 
different which are carried 
by most men’s shoe stores. Write the sen 
tence as you would describe a very interest 


wrong. 
mind 


accessory items 


ing incident, choose words well and 


punctuate them 
complete, intelligent sentence from start to 


your 
carefully so as to give a 


finish. In other words, the whole window 


is the paragraph, your window line is one 
sentence, your second line another, and each 
plateau or table unit is another—all 


together to make up the complete thought ot 


going 


your basic idea tor that particular display 

With further indi 
vidual each 
arrangement for 


consideration to your 


items, being a_selt-descriptive 


your prospective shoppe r. 
you will, by a series of these evenly spaced, 
arrangements, accomplish a 


your 


well-balanced 
good presentation of merchandise 
Keach 
definite 
not to crowd 
together or you will lose the individual unit 
It is bette: 


to practice style rotation than to oVercrowd 


pair of shoes should be tramed in a 
Above all, try 
your merchandise too closely 


frame of flooring. 


idea in a mass jumble of shoes. 


a window. 
Many problems of display which contront 


the average shee dealer who installs his 


worked out to 
floor ot the 
It is possible to set up a sample 


own shoe windows can be 


very good advantage on the 
back room. 
merely by designating a certain space to be 
window to experiment 


trims, 


used as a temporary 
placement, unit 
Then try to complete a well-balanced 
installation floor before th 
final installation goes into the window. Much 


with and accessory 
units. 
right on the 
can be learned by this method and also a 
good idea formed of what is going into the 
window and where each unit will look the 
best. 

The use of properties is a helpful means 
of stimulating men’s 


The use of small animal figures over 


interest in shoe dis 
plays. 
which can be displayed hosiery, belts, gar 
ters, and many of the accessory items will 
add to the interesting detail of the windows 
thus trans 

This, of 
some 


accessories are 
units. 


Commonplace 
into eye-catching 
course, is basically what display is 


posed 


thing out of the ordinary to catch a person's 
eye. The average men’s shoe store display- 
man must compose his window of many such 
units combined into one display—where in 
a department store, or larger shop for men’s 


or women’s apparel, one window may _ be 
used to display only one individual type ot 
Hence the writer's belief that 


that 


merchandise. 
it is the 
men’s shoe 


intimate details count in the 
window. 

backgrounds must be con 
with 


and the choice ot 


Of course the 
flooring and fixtures 

Fabric should be 
best 
particular shade or style of shoe which you 
The back- 


should be 


sidered, along 
fabric 
chosen to show to the advantage the 
are teaturing during that season. 
background 
well considered, planned, and executed. Most 


grounds and panels 
shoe companies will furnish, at a nominal 
charge, very fine panels to use as background 
These are usually helptul 
they 
pany’s national advertising 


material very 


items, as incorporate the shoe com 
loc al 
this 


panel in the window is the extra and final 


with your 


newspaper advertising. Consequently 


selling punch the customer reecives before 
he buys at your store or passes on to your 
competitor. He has most likely seen the na 


tional advertising in his favorite magazine, 


and has read your follow-up ad in the local 
paper—so isn't it reasonable and good judg 
ment to put the final follow-up in your win 
bring him into 


dow to clinch the sale and 


your store: 
\iter he is 


sell him through display 


inside, you must continue to 


with cases, tables 
and floor set-ups well planned and well bal 
anced. \s for this 


helptul in selling that extra 


department, we have 
found it 
pair to have the interior displays set up with 
that 
These 


very 


sold in the 
start the 
and 


the tuture styles will be 


coming season displays 


customer thinking of the weeks ahead 


extra stvles trom 


that 


many times he will buy 


such interior displays—and extra pau 
really counts. 


Much has 


matic lighting effects tor clothing, but 


written on dra 
littl 


subject in relation 


been said and 


has been written on this 


to men’s shoe display. Dramatic lighting 


can and should be used 11 


both 


this type of win 


dow, from the valances and trom th 
floor. 

Concerning fixtures, there are many types 
on the market which are easily adaptable to 
men’s windows of all types. Fixtures many 
reflect the 


store. In 


times merchandise carried 
by the 


convey 


type 

other words, they can 
an idea of quality, or they can just 
this \fter much 
with all types ot 
this 


that for men’s 


as easily destroy idea 


experimentation fixtures 
and their 
definitely decided 
dows, the most adaptable, all-’round fixtures 


uses, department has very 


shoe win 
for this kind of display are the table units 
These tables are constructed with the main 
thought of They are 
wood, metal, 
metal, or wood and Lucite or similar plastic. 
tailor-made units 
window for 


visibility. made ot 


combinations of wood and 
They are constructed as 
which fit the individual 
they are intended, rather than using a stand 


which 


ard stock fixture which may or may not fit 
[Continued on page 41] 
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merican Father 


Father’s day comes on June 21 this 
and in preparing for the event whi 
being given increased promotion each 
it is interesting to study the characteri 
of the “typical American father.” The | 
figures on which to select this myt! 
father are obtained from the 1940 c& 

returns and of course are affected by 
a2 es § Ries war-time conditions which have arisen 
ee = EAs & ita’ the data were compiled. 
SoG. Ge Be - About thirty-two million of the mar 
mene ai widowed, or divorced men in the U: 
= States on April 1, 1940, were fathers. 
average man in that group was 44 years 
Ninety out of a hundred were married 
living with their wife, with from o1 
two children living with them in the home 
The rest of the fathers were mostly widow- 
ers, with a scattered number of divorced 
men. 

Whereas in former days the odds wer 
that a man who was a father was also a 
farmer, today it is three to two that th 
typical father lives in a community of at 
least 2,500 population. It is a fifty-fifty bet 
that he owns his home. Both of these state- 
ments are of course affected by the war pro- 
gram, with its migration to industrial cen- 
ters for war material production. Whereas 
before 1942 the typical father had about 
one chance out of eight to be engaged in 
“emergency” work, that picture has changed 
greatly—just how much it is almost impos- 
sible to guess. 

Each year one father out of about four- 
teen gets the thrill of a new baby in the 
home, and some 25,000 of these births are 
“double features,’ while 274 are triplets and 
two are quadruplets. 

And just for the sake of the record, ther 
is one father in the United States who 
should get more presents on Father's day 
than anyone else: he has twenty-seven chil- 
dren. 

Of all the national advertisers who go in 
for Father’s day promotions in a big way, 
Shulton, Inc., of New York City, probably 
occupies one of the most prominent  posi- 
tions. This is largely due to the display 
contest which has been a feature of the 
company’s promotion each year; the = sub- 
stantial awards the firm has made have been 
responsible for dozens of outstanding win- 
dow displays all over the country, of which 
these three pictured here are representative 
The first is by Carl W. Ahlroth, The May 
Company, Los Angeles, which won first 
prize of $300 last year. The window was 
a reproduction of an old-fashioned barber 
shop, complete even to copies of the “Police 
Gazette.” Next is a display by Otto Lasche, 
Kline’s, St. Louis, featuring giant reproduc- 
tions of the familiar “Old Spice” bottles and 
packages. Then comes a display by Burr 
Nichols, J. N. Adam & Co., Buffalo, which 
placed third in the contest last year and 
won $100. The window is built around the 
early colonial sea trade in spices. Authentic 
antiques were loaned for the occasion by 
the Buffalo Historical Society. The display 
itself pictured a father and son going 
through an old sea-chest, while the “ghost” 
of their mariner ancestor stood by in a 
corner. 
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W. M. ZEPPEN-FIELD 


Creator and Designer of 


HOLLYWOOD MANNEQUINS 


WINDOW GENIC—GLAMOROUS 


Exciting — High Fashioned — Utterly different versions of Hollywood 
Mannequins, and with reason — These Zeppen-Field Creations have the 
lovely perfection of styled, custom-built figures; all obtainable in either 
Flexible or Rigid poses. Other features include: Removable and Inter- 
changeable Real Hair or Horse-hair Wigs, All Inter-changeable Arms, 
Hands, and Waists. 


ULTRA SMART — Very new finish — 
Hollywood Crepe with Raffia Hair in 
many different Shades .. . 


CHICAGO SHOWROOM FACTORY and SHOWROOM 
CAMERON COMPANY W. M. ZEPPEN-FIELD STUDIOS 


209 South State Street 1057 North La Brea Avenue 
Chicago, Illinois Hollywood, California 









national government has 


To date, the 
nothing 


done about a coordinated, nation- 


wide display program on behalf of the vic- 


tory effort—at least so far as can be learned. 


In spite of the lack of direction and help 
from a central authority, however, display 
has responded nobly to the badly needed 


task of informing, teaching, and encourag- 
ing the public. Taking on the responsibility 
of this job as a part of their regular duties, 
retail retail displaymen have 
been for literally thousands of 


stores and 
responsible 

defense 
gar- 
conservation, 


windows urging the purchase of 


bonds and stamps, starting “victory 


dens,” stressing the need for 
building morale. 

During the four months America has been 
flood of patriotic display photo- 
graphs has been DISPLAY 
WORLD. Since lack of space obviously pre- 
them all, four pic- 
tured here have been selected as typical of 


at war a 
received by 
vents publishing these 
many. 

The 


one thing 


at the upper left has 
which sets it apart as decidedly 
dramatic 


window shown 


unusual, apart from its intensely 


nature. To many it will be remembered as 
the first window display on record in which 
is included: “Now, we're ready to 
The reaction of the pub- 


unqualifiedly favor- 


protanity 


fight, damn you!” 
lic to the display 


Was 
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Windows At Work For Victory 


able, according to Richard A. Staines, Van- 
dever Dry Goods Company, Tulsa, who cre- 
ated it with the assistance of Mrs. Staines, 
his first Thousands of congratu- 
latory messages were received by the store 
during the time the display was on view, 1n- 
cluding a letter from a local American Le- 
post. As for the display itself, the 
figure of Uncle Sam was 8 feet in height 
Two framed photo-montages of war scenes 
The searchlights 
at each reproductions of those 
in actual use by the military forces. A con- 
cealed electric fan gave motion to the nat- 
and the American flag. The 
principal window card read: “Remember 
Pearl Harbor! As a highlight in 
tional defense, Vandever’s presents a series 
of dramatized window displays — America 
At War!—a compelling presentation 
answering the question: ‘What can I do to 
help?’ See in vivid pictures what your bonds 
and stamps will buy for Uncle Sam.” 
At the upper right is one of a 


assistant. 


gion 


were on the background. 


side were 


ural palms 


our Nna- 


series of 


—Upper left, by Richard A. Staines, Vandever 
Dry Goods Company, Tulsa. . . . Upper right, 
by Andrew Matzer, Rollman & Sons Company, 
Cincinnati. . . . Lower left, from |. J. Fox Com- 
pany, New York City. . . . Lower right, by L. 
A. Banks, The Hecht Company, Washington— 
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displays by Andrew Matzer, Rollman & § 
Company, Cincinnati, based on the the: 
“Americanism is Your Birthright... |] 
tect It.” This group of displays won 
prize in a local contest sponsored by 
Junior Chamber of Commerce. Other 
jects included in the battery of winds \s 
were the part of labor in the war effort, 
Red Cross, safety precautions, the need 
workers in civilian defense activities, « 
servation of materials, and “Your Bonds 
in Action.” 

At the lower left is a window dis; 
from I. J. Fox Company, Fifth avenue s 
cialty shop, New York City, which won first 
prize in that division during a recent 
play contest sponsored by the New York 
Defense Savings Staff. Contests of this type 
will be a periodical feature of the retai 
division’s future promotion of <c 
fense bond The display used eno: 
mous busts of Washington and Lincoln in 
the background, flanked by mannequi 
dressed in the uniforms of the United States 
army from the days of 1776 to the present 
time. 

Miniature models of America’s two-ocean 


stores 


sales. 


f 


navy were the attraction in the final display, 
by L. A. Banks, The Hecht Company, Wash 


ington, combined with an elaborate model ot 
the battleship “Texas.” 





DEFENSE BONDS 
AND STAMPS 
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) pmathing te (how about! 


NOW YOU CAN HAVE SOMETHING TO CROW ABOUT in your window and 
interior displays—more “eye” and “sales” appeal—tested and proven by hundreds of lead- 
ing department and specialty stores throughout the country who are changing over to 
these sensationally styled three-dimensional displays. Meeting this great demand’ for 
paper sculpture, we have enlarged our workrooms, extended the scope of our displays, 
and now offer the additional service of individually designed three-dimensional units for 
your use exclusively. Every facility for complete cooperation is at your disposal, from 
the creation of the idea to the finished display. Visit our showrooms or write today for 
complete information about window displays fashioned completely of paper! 



















Marquardt & Co0., inc. * 


75 Spring Street Display Paper Division New York, N. Y. 
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Six Tested Footwear Displays 


s 
~ SSNOSEPH FRANK «SON * + 


1 JUMIOR SPORTEWEAR 











—These displays have been tested thoroughly by their respective stores 
and found to have plenty of what it takes to sell footwear... . Left 
column, top, by W. M. McDonald, Joseph Frank & Son, Nashville; the 
“shoe stock’ was made by pasting shoe-box labels on wall board panels 
and outlining the ‘boxes’ with water color. . . . Center, an animated 
setting for Red Cross shoes, by William Arinow, Shillito's, Cincinnati. 

. Below, by Alex Demey, Roos Brothers, San Francisco. . . . Right 











column, top, one of the striking interior settings for which J. E. Vent, 

Rike-Kumler's, Dayton, Ohio, is well known. . . . Center, another Dayton 

display, this time by Everett Quintrell, Elder & Johnston Company... - 

Below, by S. W. Gates, Dobyns Footwear, Inc., Long Beach, Calif.; the 

window was covered with a screen mesh of blue-green color; green, 

amber, and blue color spots enhanced the underwater effect; the mer- 
chandise was "Washable Kedettes""— 
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COLORFUL 4 Caneicon POSTERS 











“FOR DURATION— 
Make it DO!” 


%& REPAIR 

%& REFINISH 
%& REBUILD 
% RENEW 


os pygaTton ee 














AUTHENTIC SUBJECTS! 
AUTHENTIC COLORINGS! 
LITHOGRAPHED IN FULL COLOR ON 120 LB. ANTIQUE STOCK 


STENSGAARD OFFERS 
From Originals by LT. ARTHUR GOODFRIEND 


POSTERS :-<COMURAS 


TO HELP YOU PROMOTE THIS 
IMPORTANT PLAN 








8 Human Interest Posters 


TO THE SET, EACH 1814 x 2414 INCHES 


Authentic subjects...sketched from life by Lt. Arthur 
Goodfriend on his last visit to our Pan-American neigh- 
bors (his articles and sketches have recently appeared 
in the New York Times and many other publications). 





Excellent for promoting the many repair 


features offered by your store. Effectively 






tells people to have things fixed...repair- 
ed...refinished...rebuilt— to CONSERVE 
for VICTORY! These posters and comuras 








are very colorful and dramatic—dall proc- 






essed in rich oil colors. Easy to use and eco- 







































22°28" y nomical too! The large size... the gay colors and interesting subjects 

Posters in 8 pet. 

Oil Colors Also effective AD MATS for your newspaper characteristic of each country make them an out- 
PRICE and direct mail advertising. standing attraction... and their use in displays of all 
$1.35 kinds is practically unlimited. Excellent for Pan-American 
EACH H — 

r FIRE « oo et off the prese—trochure color promotions. A REAL VALUE— ORDER TODAY! 

3 yt — = faye igs showing these posters and comuras in color 

Price 25€ Each | Price $3.50 Eo. with suggestions for use. WRITE TODAY. 






Complete Set Only $15 


2 SETS OR MORE - $12.50 PER SET 


W. L. STENSGAARD & ASSOCIATES, INC., 346 NO. JUSTINE ST., CHICAGO 
NEW YORK OFFICE: 30 ROCKEFELLER PLAZA * OAKLAND OFFICE: LEAMINGTON HOTEL 
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I have just had the pleasure of spending 
a few days working with Les Janes, director 
Roebuck & Co., Chi- 
International 
committee on 
known as 


of display for Sears, 
chairman of the 
Display Men 


will be 


cago, and 
Association of 
patriotic activities, that 
“The Display for Victory Board.” 

The following is a brief outline of the 
plan to convert the show windows of Amer- 
ica into a unified and powerful medium for 
the use of the government and those char- 
itable and organizations con- 
tributing to the war effort. The end result 
of this plan is that we will be able to lay 
before these organizations a pattern of avail- 
able window space in such form that it will 
understand as_ bill 
of advertis- 


serviceable 


easy for them to 
other form 


be as 
board space or any 
ing, and even better understood than display 
by the average publicity man. 

Every merchant in America 
able window space will be asked to pledge 
such definite 

devoted on 


with desir- 
duration of the war 

afford, to be 
request to such purposes as the government 
best interests of the 
The 


organized 


for the 
space as he can 
will serve the 
country. 


feels 
classified 
scheduled 
week,’ to dramatize, 
done in the 


space will then be 


and so that it can be 
assigned week by 


which can only be 


and 
in the way 


show window, those messages which are 


deemed most important to convey to the 
public. 

In addition to the advantage of speed, 
this plan offers a method of great economy) 
for the merchant. It does not in any way 
interfere with the store or displayman who 
elaborate displays or 


wishes to use more 


more extravagant space. 

The [. A. D. M., with the full cooperation 
of the important trade 
poses to organize this plan and place it at 
the disposal of the government. We fur 
ther propose to establish a Washington office 
with the various 
and 


associations, pro 


to maintain close contact 


agencies, gather information rendet 
copy, suggestions, and schedules to all mer 
chants participating in the effort. Display- 
available 
obtained. It is 


eliminate 


men will be advised of all mate 


how they can be 
obvious that this 


lost time and confusion on the part of dis 


rials and 


will go far to 
playmen in attempting to secure authentic 
information. 

The [. A. D. M. has 
tically every town in the country and local 
many. Victory Display 
formed in all towns of 
in turn will carry 


members in prac- 


display clubs in 
committees 
any importance and they 


will be 
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By JOHN L. KING 


Managing Director 


this work on in the smaller surrounding 
communities. Several cities, including Chi- 
cago, Atlanta, and Washington, at the pres- 
t time are in the process of developing 
and outlining the duties and activities in 
which they can participate. It is planned 
to combine into a 
set-up which will be passed on to all com- 
mittees as an initial plan. [ 
all displaymen, either active members of the 
association or not, will be enlisted as mem- 
bers of the Victory committee to assist in 


en 


these suggestions basic 


The services of 


this war effort. 

Among the duties already suggested are 
that Display Wardens be appointed as ad- 
visors and supervisors in every business sec- 
tion of every city, reporting to the Victory 
their 
committees 


director of area. It 4s 
gested that these 
responsibility of assisting defense plants in 
installing effective, instructive, and inspiring 
displays where They should see 
that all windows in unoccupied stores are 
utilized for war purposes. Local committees 
must enlist the aid of their Chamber of 
Commerce and local trade associations. All 
contacted and asked 


sug- 


Display 
assume the 


needed. 


chain stores will be 
to participate in this plan. Speed is an im- 
portant factor in the organization of this 
activity, and until such time as the complete 
plan is fully correlated, displaymen or clubs 
can write direct to L. S. Janes, Sears, Roe- 
buck & Co., Chicago, and receive such ad- 
vance information as may be available. 


DISPLAY WORLD has on various occa- 
sions stressed the dire necessity for a dis- 
play bureau in the federal set-up in Wash- 
ington. This plan that Janes is putting in 
operation should be the answer to what we 
in the display profession can do for national 
defense. 

We have promised “Display for 
Victory” program at this year’s convention 
in St. Louis, which officially gets under way 
on Monday morning, June 28. The 
outline of the Display for Victory committee 
you of the many 


you a 


above 


conveys some idea to 
changes that we have in store for you. 

At this convention, you will have the op- 
portunity of learning more about the na- 
tional picture of display, because our pro- 
geared to victory. We 
We do not 


assist us. It 


gram is definitely 
need ask no priorities. 
rely 
is our duty to assist our government. 

Many 
display materials from products that are not 
necessary for national defense and yet it is 
our duty to carry on satisfactorily, bolster- 
ing the morale of the American public and 


need to 
upon our government to 


of our manufacturers are creating 


conveying the fundamentals of good citizen 
ship to those who gaze into our show win 
dows. 

For the first time in history, we have t 
opportunity o1 bringing display to the atten 
tion of the leaders of the nation in such a 
way that they can not fail to appreciate t 
tremendous force of this publicity medium 

The St. Louis Display Club, as I have 
mentioned during previous months’ 
ments, intends to go to town in an effort to 
make your visit to their city a long and 
pleasant memory. Air-cooled hotels, a cock- 
tail party, a trip up the Mississippi on the 
largest air-conditioned river steamer 
built, and a visit to the outdoor opera, bet- 
ter known as the “Pride of St. Louis’—all 
these are included in convention entertain- 
ment plans. All of these will be included 
with your registration, at no extra charge 
So with the what this pro- 
gram means to America, start now to plan 


com- 


ever 


realization of 


your trip or to acquaint your store manage- 
ment with the necessity of your attending 


We have just received word that the Cav- 
endish group of display managers 
will hold its annual meeting in conjunction 
with the I. A. D. M. convention. It would 
be most advantageous for similar display 
groups to do likewise, for it would enable 
these men and women to discuss their prob- 
lems in an atmosphere of display—with 
every imaginable kind of display material 
and equipment on exhibit in the same build 
ing. 


stores 


After our record-breaking first day, th 


sales of exhibit space for the 1942 conven- 
tion tapered off slowly until last week when 
exhibitors seemed to take a new 
life and it became difficult for headquarters 
By now 


} 


lease on 


to keep correspondence up to date. 
it is possible to estimate the attendance, 
which can be forecast best by exhibit sales 
that the manufacturers 
meaning, they ar 


—for the reason 
know what the score is: 
the ones who by travel and personal contact 
meet the displaymen and learn how great 
is their enthusiasm. 

So far we have reserved exhibit space fo1 
100 per cent more new manufacturers than 
we had at this time last year. This increas 
has been made in the face of specific at 
tempts by certain parties who desire to dis- 
courage the necessity for this year’s con 
vention, which is based on an all-out « 
fense effort keyed to victory and designed 
to familiarize those who attend with the 
products that can be secured in this year, 
when it is most necessary that the displa) 
industry carry on. 


( 
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LET’S ROLL UP OUR SLEEVES 













REFLECTOR- HARDWARE CORPORATION 


GEN. OFFICES & FACTORY: WESTERN AVENUE AT 22nd PLACE, CHICAGO 
NEW YORK OFFICE: MARBRIDGE BUILDING, BROADWAY AT 34th 


METAL MERCHANDISING 
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Let’s keep our minds on the job to be done. 
LET’S ROLL UP OUR SLEEVES 
AND DO IT! 
More planes, more ships, more tanks,more guns 
to produce ... more men to outfit and provision 


LET’S DO IT! 
More Bonds to buy . . . Taxes to pay . . . Quotas 
to meet... hardships to face. 


WHATEVER NEEDS DOING 
LET’S DO IT! 





EQUIPMENT 
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EVERYBODY PITCHING IM TO HELP 
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WELL WORK AND 


OUR WAY 











Prices F. O. B. Chicago. Hlinois 


1 to 7 sets $8.85 per set 
8 to 15 sets $8.65 per set 
16 sets or more $8.45 per set 


Each set includes three displays; one 2914” 
x 42” and two, 143,” x 42” all processed 


in attractive colors on 100 point cardboard. 


10° Column Stands. as illustrated. are also 
included for each one. 





OUR ENEMIES STARTED IT 
& a) Q THEIR WAY...TOGETHER. 
Taine Sill emated ¢ 


SACRIFICE TO FINISH IT 


WE HAVE BUT ONE 








IT CAN HAPPEN HERE! 


You bet your bottom dollar it can! And, 
for this reason. it is necessary that everyone 
be on the “alert.” The use of the Visual 
Education Civilian Defense 3-piece displays 
shown here will help keep Americans wide- 


awake. 


Our Government wants displays of this type 
used now to drive out complacency and 
smugness—to make everyone realize that 
their help is needed, too, to win the war. 
The use of these displays will definitely be 
a contribution to our War Effort. 





A special run of these Visual Education Dis- 

plays will be made two weeks after this 

ef ie . Pe | issue of Display World reaches vou, or about 

WELL PROTECT OuR May |. and it will inelude the orders received 

PRECIOUS FREEDOMS by that date. Avoid disappointment, send 
i : your order now to 








BISHOP PUBLISHING CO. 


155 East Superior Street—Chicago 





ch He 
BISHOP PUBLISHING COMPANY, “ E. hans Street. Chicago, Illinois 


Please ship us sets of (CD42-5) Civilian Defense Insignia displays. Each 
set to include three displays; one, 29'2” x 42” and two, 1434” x 42” processed in attrae- 
tive colors on 100 point cardboard and including 40” Column Stands for each one. 


COMPANY 


*rices F. O. B. Chicago 


$8.85 per set ADDRESS 


$8.65 per set 


CITY & STATI 


ets or more $8.45 per set 


e ship Express Prepaid as BY TITLE 
Advertising Matter 
and itemize costs on invoice) DATE PURCHASE ORDER 


BEING SENT 
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—For your Baby Week promotion—April 
26-May 2—this post decoration is sug- 
gested. The large cutout is in the form 
of a baby's bib, mounted on posts through- 
out the infant's wear department. Paint 
the scalloped edges to represent a but- 
tonhole stitch in pink and have the letter- 
ing in light blue— 
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—At this time of the year, children's play suits should be given a strong 
play with some sort of aisle display. In the drawing is shown a sales table 
that can be decorated to dramatize this merchandise. A large cut-out 
elephant supports a board on which are placed over-size play blocks, 
lettered to spell out the desired wording. The elephant should be in gray, 
the board red, and the blocks in bright blue with yellow lettering— 


—A special setting in the way of a sell- 
ing unit for spring and summer millinery 
is sketched next. The unit represents a 
mammoth hat-box with ribbon and a 
bow. The wide ribbon is cut out of 
heavy wall board so that it serves to 
support the box cover, which forms the 
canopy of the booth. The box and 
cover are painted in a stripe design; 
suggested colors are white and pink. 
The ribbon should be painted a light 
blue or a light green— 


—In using patriotic dec- 
orations it is especially de- 
sirable to have them done 
in a novel or unusual man- 
ner. Such decorations claim 
more attention and make 
customers feel that the 
store and its merchandise 
are fully abreast of the 
times. This circular selling 
unit with a canopy top is 
done in modern style and 
can be used for selling de- 
fense bonds, as a “can- 
teen" for military merchan- 
dise, for patriotic costume 
jewelry, etc.— 
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New Zealand Situation 
Reported By Andrews 


\ letter from C. H. Andrews, prominent 

play factor of Wellington, N. Z., com- 
nents on the situation over there as _ fol- 
ows: “We carry on business as usual, al- 
hough one finds it hard to take business 
seriously. Our newspapers are down to 
two double pages, all married men 
without children have been called for 
service, and nearly all fit single men are 
now in khaki. There has been no petrol 
for private or non-essential business cars 
since Japan entered the war, but this week 
we are informed that 25 per cent of previous 
business licenses will be allotted and next 
month a small allowance will be granted to 
private vehicles—probably four gallons a 
month, just enough to give owners an in- 
centive to keep their cars in running order 
in case of an emergency. Blackout expe- 
riences and underground shelters are topical 
conversation pieces anywhere. All men be- 
tween 16 and 65 are compulsorily enrolled 
for the home guard, emergency fire service, 
or emergency precautions service. I have 
not been allocated yet, but I signed up for 
a propaganda unit. We do not know the 
meaning of food rationing; we have abun- 
dant supplies of everything. But the women 
are quite upset that they can not buy a 
plentiful supply of silk hosiery. 

“T hope you will have quicker success with 
a United States national display scheme 
than I have had here. One thing I am doing 
my best to sponsor is to try to give anyone 
an opportunity of turning out a display 
which, if outstanding, can be taken over by 
the government here and used nationally. | 
think that if each displayman has the op- 
portunity of having his display duplicated 
throughout the country it will be a wonder- 
ful boost to display generally. Last week, 
by a coincidence, the chairman of commit- 
tees of the House of Representatives called 
in to purchase some small chromium brack- 
ets. I lost no time in showing him the 
U. S. posters you sent, together with some 
from the Ministry of Information. He was 
most enthusiastic about my idea for a na- 
tional display scheme and promised to chat 
it over with the Prime Minister. I am hop- 
ing that this will set the works in motion, 
at least.” 


Prescott Introduces 
Luminous Fabric 

\ new product, called “Pres-Glo,” has 
been placed on the market by Prescott Paint 
Company, Inc., 445 West 31st street, New 
York City. The material consists of a fac- 
tory-prepared, luminous-coated fabric for 
use where luminosity is desired under con- 
ditions of darkness. The fabric is cut to 
the form desired and fastened in place with 
thumb-tacks, staples, or adhesive. It is rec- 
mmended for directional signs to operate 
luring blackouts, novel display effects, etc. 
The material is made up on a strontium 
sulphide base which gives a lower intensity 
afterglow than do some other pigments, 
but it possesses the advantage of much 
longer duration. When fully activated by 
natural or artificial illumination, ‘“Pres- 
Glo” is said to glow for ten hours or more. 
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N the Spring, displaymen's 
B fancies find real inspiration 
for compelling hosiery dis- 
plays in Transparent Fairy 
Hosiery Forms. They accent 
sheerness and coolness — em- 
phasize fashioning and fit— 
add an extra emotional ap- 
peal that unfailingly registers 





in stepped-up sales volume. | 
Write for catalog showing the 
complete line of Fairy Forms 
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Variation In Utility Display 


The use of display is somewhat different 
at the Electric Power Board of Chattanooga, 
the utility standard. 
to two 
Electric 
merchandise 
refrigerators, although all 


judged by customary 
This 

First, the 
sell 


vacuum cleaners, 


is due reasons. 


Power Board does not 


actually such as toasters, 
of these and many more appliances are con- 
stantly on display. The EPB is a 
for the Tennessee Valley Author- 
ity, the familiar TVA. building is 
for the convenience of TVA’s 
tomers, appliance dealers, and distributors. 


of powet 
Our 


solely cus- 


The second reason is that we are deliber- 


establish a new 


explained 


tvpe ol 
utility display, as will be later. 

The EPB has a beautiful building, eight 
stories in height, with fourteen display win 
The complete main floor is devoted 


ately trying to 


dows. 
entirely to interior display and as a result 
the finest and largest 
mart in the country. 
large auditorium, 
kitchen, and an 
completely 


we believe we have 


electrical merchandise 
In addition, we 
fully equipped 
all-electrical 
throughout. 
The formal 
Center” took 


have a 
electrical 
home furnished 
this “Electrical 
February. 


opening of 


place in Besides 


Peeeeereeretteeeee tr Toten tt 


retailer 


By F. A. RHOADS 


Electric Power Board, Chattanooga 


the “merchandise mart” described above, the 
first floor contains a_ light conditioning 
“center,” where Mazda lamps and lighting 
equipment are sold, and the modern electri- 
The lighting in the mart is by 
fluorescent installed in circular 
and with egg-crate 
louvres. The walls are decorated in a pearl 
gray, with the ceiling in canary yellow, col- 
umns in navy blue, and floor finished in blue 
tile. All railings and other 
hardware are and the 
woodwork is natural gum. 

\round the block-long first floor is a bat- 
which 


cal home. 
equipment 


coves recesses, covered 


rubber stair 


interior aluminum, 


windows, all of are 


incandescent 


tery of display 
intensity, 
fixtures with provisions for supplementary 
spots and fluorescent fixtures. The windows 
are fitted with pre-curved composition board 
valances and backgrounds. The floor cover- 
ing is of navy blue linoleum. The first 
the exterior 
coral-colored cotta. 


equipped with high 


two 
are faced 


with All 


are of white neon tubing, mounted on block 


building 
terra 


floors. of 
signs 
aluminum. bases. 

The “Home Service Center” occupies the 
entire third floor and consists of a beautiful 
auditorium with 


demonstration kitchen, 





stage, screen and =m 


equipment, lounge, 


and 


ition picture so 


conference ro 


So much for the physical aspect of 


Board. 
the 


Power 
from 


Electric 
break away 


We are trying 
regular “billboa 


type of display used in most utility windo 
and so far this departure from the cust 


ary has worked out ver 


writer has had many 


y satisfactorily. 
years’ experience 


department store display, as well as for util 


ities, and believes it is time that the depa 


ment store display 


tec 


hnique be employe 


for electrical appliances as well. 
The poster style of utility display is 


doubt effective, and has 


well for a good many y 
reason it should be cé 
if it can be improved. 


served its purpo 
ears. But that is 1 
tinued indefinitely, 
Where most utility 


displays attract the shopper's eye, they often- 
times fail to attract her mind as well. We 


believe that dramatizat 
department displ 
eve, the mind, and the 


store 


ion, as_ practiced 


ay, can attract the 


emotions. 


Space does not permit an elaborate dis 


cussion of how. this 
but the four displays 
themselves. The upper 
institutional in nature. 











is being 


worked 
pictured 
two are, 
The first shows pho- 


out, 
speak for 


of course, 
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tovraphs of TVA equipment around the slo- | 
gai: “Power for Victory.” The second fol- 
lows the same theme, with graphs depicting 
the growing number of customers of TVA 
and the lowering cost of electricity. At the 
lower left, the ‘“Bulb-snatcher” idea is 
rked out by animated cartoon characters ; 
Pluto’s head is 6 feet high. The fourth 
display pleads for power conservation so 
that more planes can be built. The planes 
are cut from wall board. 
Browder Now Affiliated 
With International Display 
Ik. Preston Browder, founder of Windo- 
Craft Display, Inc., Buffalo, a nationally 
ns known organization § specializing in silk 
screen process and trade show exhibits, has 
a affiliated with the International Display 
sl Corporation, 233 Van Rensselaer street, 
Buffalo. The move results in greatly in- 
creased space and production facilities and 
% brings together men with many years’ ex- 
= perience in all branches of display advertis- 
1, ing. 
ty The change does not affect Windo-Craft 
e. Display Service, operating a window display 
Ve service for national advertisers in Buffalo, 


Rochester, Syracuse, and Albany. 





Stensgaard Addresses 
= Chicago Club 
The regular monthly meeting of the Chi- 
cago Display Club was held the night of 
April 8 at the plant of W. L. Stensgaard & 
\ssociates, Inc. While complete reports of 
the meeting have not vet been received, indi- 





cations are that about 200 displaymen and 





their guests turned out to hear a talk on 
the part of display in the war effort, with 
W. L. Stensgaard as the speaker. (The 
essence of his talk appears in article form 








on page 5 of this issue.) 

Ray Schaeffer, formerly publicity manager 
of Marshall Field & Co., Chicago, also ap 
peared on the program. 

Refreshments were served tollowing the 








meeting. 





Change Of Location 
For Display Firm 


The Sylvor Company, sign and display ad- 






vertising firm, has moved to a new location 
at 136 West 24th street, New York City. 
The company was formerly at 9 West 6lst 
Street. 














Another Displayman 
Joins The Service 

Charles Brinckley, display manager for 
the Elgin, Ill., store of Block & Kuhl Com- 
pany, has resigned in order to enlist in the 
United States Naval Reserves. His imme- 






diate ranking is petty officer, third class, 






painters mate, Construction division. 














Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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EATON ‘Scawion 
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@ In planning your displays, you'll find SCATTER-GRASS an 
ideal way to solve the problem of odd-shaped and awkward 


areas. It looks just like real growing grass. 


You can use it by 


itself, or as a "'filler'' along with your Eaton grass mats. Eaton 


Scatter-grass is made of genuine imported raffia, fire-resistant 


and mildew-proofed. . Can be used over and over again. 


Carton, enough to cover 20 sq. ft. 
your local display jobber. 


HAMBURG, 


I" thick, only $2.50. Ask 


EATON BROTHERS CORP. 


ee oe a 

















Leading Display Managers 


tell us that we are the most versatile and efficient organization 


in the display industry. 


Visit us and see our craftsmen in action. 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street, New York City 








































April is the month when nature really 


trims her displays in a country-wide promo- 


tion the trees dress themselves in suits 
of green, paying no attention to the experts 
who predict annually the importance of 
navy and black green is nature’s stock 
color and she sells it to us every year 

the difference between the real leaves and 
the artificial ones is that the salesmen’s 
sprigs tall off quicker nature it seems 


anyway, it’s spring 

the sounds of it . the high-pitched laugh- 
the kids on the their 
shouts: “Hear, I come, ready or not!” 

feel the water oozing up around your shoes 
as you step quickly off the sidewalk to give 
the ball-bearing skates on the ‘teen-age kid 
to make the corner store 
before closing time her dad has to have 


uses better glue 


ter of corner 


a chance grocery 


me By FRANK G. BINGHAM 
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Think this ever 





another package of seeds it’s called a 
Victory garden this year nature works 
hard for man no forty-hour debate 
twenty-four hours... seven days a week... 
that’s the schedule that wins for nature 

it’s the wartime for us if we want to 
plant freedom into the gardens of our future 
in the words of the Australians: 
fail!” 


one 


lives 
“We dare not 


A society editor wrote this compliment to 
the display profession the other day in her 
column: “The one who says she is simply 
going to dash through the stores, perhaps 
buy a yard of veiling and a few fancy but- 
tons and call it a day, has another thought 
It is almost a physical impossibil- 
(and 


stores 


coming. 
ity for any woman 
don’t we all) to 


who loves clothes 
pass through the 


—"'l wish those guys would quit staring at me!''— 








John Kubiles 
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in a fast sprint without casting a gla 
toward the lovely spring finery display.d 
so attractively in various shops and dep: 
ment stores. And just that glance and a 
pause at the counters are fatal to most »{ 
us... for one simply can’t resist purcl 
ing more than one originally intended.” 









A. L. Bixby, display director, Wolf & D 
sauer, Fort Wayne, looks forward to patri- 
otic days, because it is one of his display 
duties to hang the store’s flag. His helpers 
number from twenty-five to thirty men and 
it takes thirty minutes to hang it up on 
the side of the building and twenty minutes 
to take it down. The flag, one of th: 
largest in the country, weighs 350 pouiids 

















and measures 92 by 42 feet. For years 
3ixby has taken the entire sides of his 
store from the roof to the sidewalk and 
used it for dramatic lighting effects at 






Christmastime. He is one of the best win- 
dow, interior and exterior men we have in 
our display profession today. Put the flag 
out on your next birthday, Bixby; you cer- 
tainly deserve it. 












Display manufacturers who have the habit 
of wrapping their stuff up in newspapers for 
shipment have, according to one of my read- 
ers, caused hours of delay in unpackaging 
when it reaches the display department 
it seems the boys have to stop and read the 
funnies. A large box came into the display 
department packed entirely with comic pages 
and it took two displaymen all afternoon to 
unwrap it. The display director making 
this complaint was deadly serious and states 
emphatically that he is going to change his 
it seems he can't resist 

















source of supply 
them either, but he knows he is wasting his 
company’s money. 













The late Tony Sarg endeared himself to 
the display profession for many years. In 
1936 at the Cincinnati convention he won the 
hearts of all of us who were lucky enough 
to attend that Wednesday afternoon 
sion. Sarg was a strong believer in humor- 
ous advertising and he brought this out at 
the beginning of his splendid talk. He said 
that over a long period of years the only 
ads that dared to appear again and again 






ses- 













have usually been the humorous ones. He 
used two examples: the famous little fox 
terrier ot “His Master's Voice,” with its 






subtle humor, which has been used for over 
thirty vears. The other example was ‘“Pear's 
Soap,” an English product, which has used 
the same picture for over forty years in all 
its advertising. It shows a picture of a 
tramp, a dirty looking fellow, writing a 
letter of acknowledgment to the Pear soap 
people in which he says: “Thanks for send- 
ing me your soap, since then I have used no 
other.” The display world will miss Tony 
Sarg greatly. His daughter, Mary Sarg. 
according to reports will carry on her ta- 
ther’s business—even changing her name to 


















Toni Sarg. 

Wordisplays: Reading the full reports of 
the National Retail Dry Goods Association 
convention one would never know display 1s 
a part of retail promotion may the 
St. Louis I. A. D. M. cenvention chang 
this it should, for the president of the 
N. R. D. G. A. hangs his hat in St. Louis 
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and will be on the program. ... A crowd 
assembled in front of a Halifax, N. S., shop 
window—a brown rat was sampling piles 
of oranges, apples, and bananas, and beside 
it, looking on with friendly interest was the 
store cat. It seems appeasement still has 
followers... . 4 Alvin A. Feinstein, Jo-Ann’s, 
Brandon, Manitoba, kissed his mannequins 
rood-bye and took to the air with the Ca- 


nadian air force... .. Saw a girl in slacks 
decorating a window in a five-and-ten the 
other day .. . who said anything about 
the window being pretty? ... but she was. 

Dick Kuhlman, Lamson Brothers, To- 
ledo, is in Class 1-A . .. goodbye, Dick. 

Blackout booths and defense uniform 
shops are the orders of the day. ... The 
business girl and business woman are finally 
getting attention in stores ... publicity men 


have discovered that the college girl isn’t 
the only one that wants smart clothes... . 
Louis Blasi, salesman for the Chicago branch 
of Garrison-Wagner Company, is wonder- 
ing where he will fit in the army ... the 
rumble seat of a jeep car is the best place 
for salesmen to display their high-pressure. 
. “The Case Against Advertising,” by 
Bert M. Sarazan, director of publicity and 
sales promotion, The Hecht Company, Wash- 
ington, in the February Department Store 
Economist should be read by every display- 
man or woman. ... If you are planning a 
blackout window cover-up don’t use sodium 
silicate (water glass) adhesive coatings be- 
cause they will cause the glass to be per- 
manently etched . . . animal glue will act 
in the same manner .. . best results with 
cellulose nitrate, glycerine glues, or, best 


of all, ordinary flour paste. . . . Bernard 


Gorman, Silvestri Art Mfg. Company, Chi- 
cago, has a bouncing baby boy and is he 
proud! . .. with a few lessons in salesman- 
ship from George Silvestri, the new son will 
outsell the old man at St. Louis. 


Blackout Bulb 
Is Changed 


Important changes in Blackout bulb speci- 
fications have been announced by the Wabash 
Appliance Corporation, Brooklyn. The most 
important change is in the color of the 
light, this now being the deep orange recom- 
mended by the Office of Civilian Defense. 
Other changes are: smaller size, reduced 
current censumption to 15 watts, elimina- 
tion of the former built-in reflector, and in 
the improved heavy black silicate coating 
to prevent light leakage. The light pro- 
vided by the new unit is ample to permit 
room occupants to see each other plainly, 


as well as furniture, doors, and windows. 


Display Decorations Shortage 
Felt By English Displaymen 

Reports from London indicate a very seri- 
ous shortage of display decorations this 
spring, with display managers being thrown 
back on improvisations and their general 
Ingenuity more than ever before. Artificial 
flowers and foliage are hard to obtain, and 
many displaymen are turning to natural 
flowers and foliage as “substitutes.” Plas- 
ter figures of various sorts are enjoying 
Increased prominence, since plaster is not 
rationed. Some displaymen spend time reg- 
ularly rummaging around in antique shops 
or junk shops in an attempt to find inexpen- 
sive, interesting display “props.” 


| 
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LOU be the JUDGE 


Art Poster Board 
1100 Series 
Process Board 
Out-Dor Board 
Illustration Board 
Mat Board 
V-Neer Finish 
Cut Letter Sign Board 

Display Blanks 
Melton Mounts 
V-Neer Menu Cover 
Mounting Board 
Crescent Bristol 
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L Product 
CHICAGO CARDBOARD COMPANY 


666 W. WASHINGTON BLVD. CHICAGO, ILLINOIS 














ALLURING 
WINDOWS 


Are not the result of chance. 
Good taste and careful plan- 
ning help—but all these fall 
flat without the support of 
attractively styled manne- 
quins, that reflect the trend 
of these times. 


Meet the proper mannequins for your win- 
dows, in the pages of this catalog. Simply 


write— 


DURABLE DISPLAYS, INC., Chicago 
NAT SIEGEL, New York MENARD & TABERY, INC., Los Angeles 















AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


Send for the 


“In 1891 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 


















































OUR PLATFORM 


1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 





6. Absolute Independence of Our Editorial 
Columns. 
VOL. XL APRIL, 1942 No. 4 


Some Stores Are Solving 


The Blackout Dilemma 

“How to have your cake and eat it, too” 
seems to be the gist of the blackout dilemma 
which is worrying many retailers and dis- 
Many areas, particularly those in 
the coastal regions, have received orders to 
turn out all sign and display lighting when 
darkness arrives, unless a watchman is kept 


playmen. 


on the premises to extinguish all illumina- 
tion in case of an air raid or blackout. Some 
local ordinances permit the retention of dis- 
play lighting where no watchman is em- 
ployed, providing an outside switch is made 
easily available for an air-raid warden or 
other individual entrusted with turning out 
But the 
outside switch is not the completely satis- 


the lights in case of an emergency. 


factory answer, if reports from some cities 
are correct. 

In such cases, some communities are try- 
ing to arrange for store lights in the prin- 
cipal shopping districts to be controlled by 
a single master switch which can be thrown 
from the power house of the utility com- 
pany should the need arise. Needless to 
say, such arrangements are usually difficult 
and expensive to make. 

\ way of keeping display lights on and 
still making it possible to turn them. off 
promptly, if necessary, seems to have been 
worked out by retailers in Ottawa, Ontario. 
\t least the plan is being put into effect 
and seems logical. 

Ottawa has the 
which calls for a watchman on duty in 
stores where display lighting is kept on 
after dark. But merchants, Air Raid Pre- 
cautions authorities, and officials 
have worked out an arrangement which per- 
mits merchants to provide one individual 
who is responsible for extinguishing the 
lights in a given group of stores in the event 


customary ordinance 


police 
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of an emergency. While it is suggested that 
some merchant whose business requires his 
presence at night be selected as “lights 
officer,’ there seems no reason why some 
trustworthy person could not be hired as 
“light watchman” to perform the same 
duties. 

The city authorities have not placed any 
restrictions as to the number of merchants 
who can go together in arranging for this 
service, but it is said that they have been 
warned of penalties to follow if a blackout 
is ordered and there is a serious delay in 
getting store lights turned off. 





War-Time Colors 
And Display 

Increased war activities are consuming 
more and more of the vital raw materials 
required in the manufacture of present-day 
paints and varnishes, and government re- 
strictions limit the availability of certain 
pigments and “vehicles.” To date, the gov- 
ernment has placed drastic limitations on 
such essentials as glycerine, toluol, phthalic, 
cadmium, chromates, lead, tin, aluminum, 
alcohol, and tung oil in order to insure a 
greater volume of critical war necessities. 
This critical raw material problem, con- 
fronting all paint manufacturers, calls for 
the elimination, alteration, and replacement 
of paint products. Chemists, technicians, 
and research experts are drawing on all 
available resources to reformulate replace- 
ments wherever possible. 

It is becoming exceedingly difficult to ob- 
tain the pure pigments used extensively in 
the manufacture of the brilliant and durable 
colors for the display and sign industry. The 
degree of whiteness of all white paints will 
be governed by the quality of titanium avail- 
able at the time of production. Chrome 
colors are suffering from the inability of 
paint manufacturers to secure chromates; it 
is only a question of time before the rich 
clean yellows and greens will be obtainable 
only for a limited time. Ultramarine pig- 
ments can not be purchased. Uncle Sam's 
restrictions on the use of toluol (toluidine 
red a derivative) and cadmium, impair the 
color value and strength of all reds. With 
the elimination of these basic colors, say 
paint manufacturers, a war-time color range 
will be the only other alternate—consisting 
of off-whites, gray-blacks, and dull greens, 
blues, reds, and yellows. The only colors 
available in any abundance for the duration 
will be grays and browns usually made 
from earth colors. 

Color has long been an essential factor 
in attaining eye-appeal and brilliance in dis- 
play advertising. It is, therefore, important 
that displaymen give considerable thought 
to future color requirements. Plans should 
be made to reserve greens, yellows, reds, 
and blues for accenting and_ lettering — 
rather than using them for background or 
field colors. The artist, display builder, and 
display director will all have to collaborate 
in the conservation of the critical colors. 
The absence of bright, clean colors in inte- 
rior and window displays may require the 
application of thoughtful colored lighting to 
give the settings the dash and verve they 
need. Or another thought to bear in mind 
is the use of some of the many attractive 
and reasonable display papers on the market 
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today in place of the background paint: 
a short time ago. 
This is only one of the many quest 


incidental to war-time conditions. But i: js 
one that displaymen should start think ng 
of immediately. The matter deserves pro pt 


attention. 





Tony Sarg Dies 
After Operation 

Tony Sarg, artist, marionette builder, and 
display designer, died March 7 in a Ney 
York City hospital two weeks after an 
emergency operation for appendicitis. He 
was 59 years old. 

Sarg was born in Guatemala of Ejuclish 
parents. He graduated from a German mili- 
tary school as a first lieutenant, later worked 
as an illustrator in London, and finally came 
to America in 1915. He dipped occasionally 
into the display field, just as he did in 
practically every other line connected with 
art. On several occasions he designed com- 
plete display promotions, and is probably 
best known to displaymen as the designer 
of the famous balloon figures used in 
Thanksgiving day parades in New York 
City. 

Displaymen who attended the International 
Association of Display Men convention in 
Cincinnati will remember him as the short, 
jolly figure who convulsed his audience with 
an account of the time he “hanged” a man- 
nequin from the roof of a New York build- 
ing in order to win a bet that he could stoy 
traffic on Fifth avenue for five minutes 

Sarg is survived by his wife and a daugh- 
ter. Burial was in Spring Grove cemetery 
Cincinnati. 


Radio Station Installs 
"Star" Display 

Designed to impress passersby with th 
high calibre of the stars on station W JZ's 
programs, a large revolving display has 
been placed in the window of the [sso 
Tourist bureau on the first floor of the RCA 
building, New York City. The display 1s 
9 feet 2 inches high, and 3 feet 4 inch 
wide, with a big WJZ microphone crowning 
the whole. Large silver stars shine above 
the pictures of WJZ entertainers and _ spot- 
lights from the top of the display are fo- 
cused on the pictures —the latter being 
changed every three days. A blue scroll at 
the top of the display reads: “Hear these 
Blue Network stars over WJZ.” 


es 





Sub-Contract Directory 
To Be Published 


A directory of war work to be sub-con- 
tracted will be tried on a limited scale 1n 
the Chicago area in the near future, accord- 
ing to William H. Harrison, director 0! 
production for the War Production Board 
In the test, selected prime contractors will 
list the work they have to be done, by sep- 
arate parts, classifying each by the machine 
needed to make it, the tolerances required. 
and the hours per week these machines hav‘ 
to work. This information will be coded 
and arranged alphabetically so that prospec 
tive sub-contractors can readily find the jobs 
that will fit their idle machines. 








ep- 
ine 
‘¢ d, 
ave 
led 
eC 


bs 


APRIL, 1942 


Shulton Contest To Have 


Increased Prizes 

Shulton’s fourth annual Father's day win- 
dow display contest will be conducted much 
the same as in the past. Equal prizes will 
be awarded in each of the two classifications 
—drug stores and department and specialty 
shops. The prizes, however, will be greater 
than in previous years, and will consist of 
awards in defense bonds: first prize, $400; 
second, $250; third, $125; and ten fourth 
prizes of $25 defense bonds. A $5 retail 
merchandise credit of Early American Old 
Spice toiletries will again be awarded to all 
stores participating. 

The theme of the display contest is “Fa- 
thers of Freedom.” To further develop this 
patriotic motif, all stores will be required 
to use newspapers as trimming and _ back- 
ground material. Photographs of the windows 
must be postmarked not later than midnight, 
July 1, 1942, and winners will be announced 
on or before August 1, 1942. Entries should 
be sent to the contest manager at Shulton, 
Inc., 630 Fifth avenue, New York City. 

Irma Ericsson, advertising manager of 
Shulton, is the contest manager. Judges are 
Albert Bliss, president, Bliss Display Cor- 
Elmer Sheets, editor, “Beauty 
Leland G. Wesley, Wesley Asso- 


poration ; 
Fashion ;” 
ciates. 





WPB Urges Conservation 
Of Paint Brushes 


The importance of conserving the present 
supply of all kinds of bristle brushes and of 
reclaiming discarded brushes was recently 
stressed by the Brush Advisory committee of 
the War Production Board. It was pointed 
out that there are many thousands of paint 
brushes all over the country that can be 
cleaned and used for a time. This 
conservation of existing brushes is doubly 
important because industry, as a result of 
the war program, needs more brushes than 


long 


ever before and because the materials which 
go into their manufacture are scarce. 





Greggory Announces 
New Booklet 

A sixteen-page “Patriotic Catalogue” has 
been released by Greggory, Inc., 2929 South 
Wabash avenue, Chicago, covering a com- 
plete line of patriotic photomurals, roll 
panels and boards. The company 
also announces new developments 
soon forthcoming, including artificial grass 
in rolls, two-tone striped molded flute pan- 
els, and many new laminations. 
obtained 


goods, 


display 


The cata- 


; é 
logue may be from the address 
given above. 


Milwaukee Club Meeting 
Devoted To Lighting 

The members of the Milwaukee Display 
Club were the guests of the Milwaukee 
Electric Company for their March 17 meet- 
ing, witnessing a dramatic demonstration 
of lighting for home and display purposes. 
Many new and practical ideas were offered 
the group and various applications to dis- 
play were made clear by actual settings ar- 
ranged as a part of the demonstration. 

lhe evening was concluded by an informal 
dance and refreshments. 
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BENT-BOARD 


Made of 
United 
States 


Gypsum 
Hardboard 
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QUICKLY REMODELS 


POST TREATMENT 





WALL & SHELF 
REVAMPING 


POST 
PLATEAU 
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STORE INTERIORS 


— 
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WALL CASE MODERNIZATION 


For individual departments 
that need the sales impetus 
that modern streamlining can 
provide—or for complete store 
interior remodeling .. . 
BENT-BOARD is an inspir- 
ing help. Easily applied over 
old interior treatments these 
sturdy wood composition pan 
els lend themselves equally 
well to the most dignified 
or the most modern treat- 
ments. 


The surrounding illustrations 
show a few of the many ap- 
plications of BENT-BOARD 
that may be employed to 
lend new distinction and 
new beauty to outmoded in- 
teriors ...at small cost... 
with minimum construction. 
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See your local display material dealer about free 
BENT-BOARD designing service, or write direct to us. 
BENT-BOARD is available in 8’, 10’, 12' lengths. 


HARVE FERRILL & CO. 


National Distributors 
2635 SOUTH WABASH AVE., CHICAGO, ILLINOIS 


By Lao | 
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OF NATIONAL DISPLAYS es 








—All the displays pictured 
here were winners of top 


| Keep a an awards in the eleventh 


annual All-America Package 
competition sponsored by 
jae ! (| Modern Packaging magazine, 









New York City; they repre. 
sent modern national adver. 
tiser display at its best— 





—The Bates Fabric Corpora. 
tion display uses a small, 
compact shadow-box into 
which 8-by-10-inch full color 
photographic transparencies 
are inserted, showing the 
product in use against an 
attractive background. De- 
signed by Bates, and pro- 
duced by General Display 
Case Company, New York 
City— 


















—''Pop at the Refrigerator" 
was designed by Charles E. 
Barnes, New York City, and 
lithographed in full color 
by Einson-Freeman Company, 
Long Island City. The dis- 
play provides for showing ac- 
tual merchandise other than 
Ballantine beer— 











—The spirit of Cape Cod is 
brought to the fore in the 
“Captain Mark" display for 
Columbian Rope Company, 
Auburn, N. Y. Lithographed 
in full color by Oberly & 
Newell, from a painting by 
Joseph F. Kernan 












—The Borden display, under 
actual tests, increases retail 
sales from 300 to 500 per 
cent over average sales. The 
animated unit is allotted 
salesmen in limited quanti- 
ties and they rotate the dis- 
play from store to store. Cre- 
ated and modeled within the 
Borden organization, the dis- 
play was manufactured by 


Ettl Studios, New York City— 





















— An _ adjustable storage 
compartment in the back of 
the Abbott Laboratories unit 
provides a convenient place 
for stock packages, making 
possible sales direct from the 
cabinet. Designed and made 
by Price Brothers, Inc., Chi- 


cago— 














—The Burgess Battery Com- 
pany, Freeport, Ill., is spon- 
soring a novel self-service 
display which vends one 
flashlight cell at a time; os 
each battery is removed a 
bell sounds and summons the 
clerk to complete the sale 
and make change. Designed 
by Howard H. Monk & Asso- 
ciates, and made by Adver- 
tising Metal Display Com- 
pany— 
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Basis For Priorities Requests 
Is Now "Specific Requirements" 


\ fundamental change in the priorities | 
system has been announced by J. S. Knowl- | 
A spe- | 


ton director of industry operations. 
cific requirements approach to the control 
and distribution of scarce materials will 
replace the use of general or blanket prior- 
ity rating orders as rapidly as the neces- 
sary new orders and procedures can be put 
into effect. Between April 1 and June 30, 
most of the blanket rating orders will be 
revoked or allowed to expire; companies 
which have been operating under blanket 
ratings will be required to apply for prior- 
ity assistance under the Production Require 
ments Plan. 

Under this plan, a company makes a sin- 
gle application for priority assistance cov- 
ering all of its estimated materials needs 
over a three-month period. The applicant 
must submit full information as to his in- 
ventories, the end use of his products, ete. 
Priority ratings are assigned on the basis 


of such applications to permit producers of | 


products essential to the war effort or mini- 
mum civilian needs to obtain specified quan- 
tities of materials during a quarter. <A 
Modified Production Requirements Plan has 
been developed to meet the needs of small 


firms whose business is less than $100,000 | 


a year. 


$300 In Cash Prizes 
In Display Contest 


The National Needlecraft Bureau, 385 


Fifth avenue, New York City, has = an- 


nounced a national display contest in con- | 
nection with National Crochet week, to be | 


held April 25-May 2. The awards will be 
divided into large, small, and chain store 
groups, with identical top prizes for each: first 
prize, $100; second prize, $50. There will 
also be three $25 third prizes for chain 
stores. In addition, $2.50 each will be paid 
for 5-by-7-inch photographs, or larger, of 
different window photographed 
during National Crochet week. Complete 
details can be obtained trom the National 
Needlecraft Bureau. 


displays 


Former Displayman 


Dies Suddenly 

Hans H. Tarrasch, 50 years of age, died 
suddenly in St. Louis on March 28 while 
Visiting friends at the Park Plaza hotel. 
For the past twenty years he had been asso- 
ciated with Stix, Baer & Fuller, serving as 
display manager for several years. More 
recently he had been merchandise manager 
of the home furnishings division. Before 
joining Stix, Baer & Fuller he was em- 
ployed by F. & R. Lazarus Company, Colum- 
bus. The widow survives. 


Correction Noted 
On Silvestri Ad 


In the March 15 issue of DISPLAY 
WORLD, an advertisement for Silvestri Art 
Manufacturing Company, 1214 West Madi- 
son avenue, Chicago, listed the figure of a 
Minute Man as being 26 inches in height, 
whereas the correct height should be 36 
Inches 
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Never A TACK SWALLOWED! 


Tackspitting — tacks-in-mouth — is out-of-date. 
Besides, it's DANGEROUS! Mechanical “tack- 
spitting’ with the Hansen Tacker is up-to-date. 


Besides, it's SAFE! 
Never A THUMB SMASHED! 


No thumb-smashing with Hansen Tackers. 


driving—insuring accuracy and neatness. Hammer blade hits 


squarely on Tackpoint. NO DENTS. NO MARRING. 


Never A TACK STEPPED ON! 


No Tackpoint wasted and none to step on! 


are held securely inside the Hansen Tacker. All are dis- 
pensed one-at-a-time. All work without waste—SAFELY. 


They do precision 


All of them 






A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE. CHICAGO, ILL. 











SHUN 


THE SUN! 








get fading —— 
protection with a 


CALIFORNIA “//\ 


Transparent 
SUN SHADES 


You can’t sell merchandise that’s been 
exposed to raw sunlight in windows! 
Don't risk profits and unsightly displays. 
Find out abcut our safer, more transpar- 
ent sun shades! 


WRITE TODAY tor descriptive folder, 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 


























AMERICAN DISPLAYS LEAD 
THE WAY TO INCREASED SALES 








P422—-NATIONAL HEALTH UNIT 
Size: 48 in. x 60 in. — White Double 
Faced Corrugated Board Processed Lt. 
Blwe. De. Blue ond Red. 






P342 — SPIRIT 
OF ‘76 PANEL 
40 in. x 72 in.—White 
Reyboard Processed 
Dk. Blue, Lt. Blue, 
Red and Yellow. 
= 
Buy Them from 
Your Wholesaler 
J 


THE 


REYBURN MFG.CO. 
INC. 


PHILADELPHIA, PA. 


Showrooms: 
Chicago—New York 
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Ralph W. Adler To Head 
New Display Group 


On March 25 the directors of the National 
Display Industries, with 
headquarters in New York City, met for 
their first special session. The following 
officers of the association were elected by 
unanimous vote: 

President, Ralph W. Adler, Jas. B. Wil- 
liams, Inc.; first vice-president, James V. 
McNichols, Bulkley, Dunton & Co.; second 
vice-president, Ralph Behrisch, Decorative 
Plant Company, Inc.; secretary-treasurer, 
Edgar Rosenthal, Greneker Studios, Inc. All 
the firms mentioned are of New York City. 

It was also voted unanimously not to hold 
a display convention this year, but to have a 
national exhibition in New York City dur- 
ing the month of June, 1943. The plans for 
this exhibition are still in the formulative 
stage, but it has been decided that an exhi- 
bition committee having national representa- 


Association of 


tion will be established in the near future. 

The N. A. D. L., which has been granted 
its corporate charter by the state of New 
York, is devoting its immediate attention to 
four contemporary problems. The first of 
these is the study of merchandising. A sur- 
vey is being made through the retailers and 
manufacturers to determine as soon as pos- 
sible what merchandise the retailer will 
concentrate on for promotion during the 
emergency The value of such a 
study is inestimable, as the mem- 
bers of the group will be able to concentrate 
on display promotions, fixtures, etc., that will 
help promote the types of merchandise fea- 
tured by the retailer. 

The second current interest of the associa- 
tion is the development of a program where- 
by it can work out a cooperative display 
promote the 


period. 
seen as 


program to sale of defense 





—by Tony Brinker 





The DISPLAY PARADE No.37 


— WAS BEEN WITH THE FAMOUS-GARR COMPAN 





DISPLAY DIRECTOR, FANOUS- BARR CO., ST.LOUIS ; 
Y FOR TIVYEARS...\S HOW CORVENTION DIRECTOR FOR tne 
V.A.0.M. CONVENTION TO BE WELD AT ST. LOUIS IN CURE 


BVORTIE WOBBIES — WE LKES 

PLAYING GOLF AND RAISING 

“TROPICAL FISHr.-+- WAS ALWAYS 
BEER INTERESTED IN THE 1.A.0.M., 
AWD AT ONE TIME WAS PRESIDENT OF 
TANS ORGANIZATION —— 


WE OUTSTANDING THING In 
WOES MAND TODAY 15 TRE 
DISPLAY OF YESTERDAY AND 


, LET. WSR, AND 
6 FT, OBER... TOOAY IN THE SAME 
SPACE WE WOULD SHOW 6 109 
PAIRS.” 
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stamps and bonds through display. In <¢ 
junction with this, some members of 

organization have already contributed 

terials and services to the Display M; 
Committee to Stimulate the Sale of Defe 
3onds and Stamps in Greater New Y 
Efforts in this direction have been cov: 
by reports of the defense bond and st: 
committee, as given elsewhere in this is 

The association has set up a plan to m 
available to its members lists of mate: 
and supplies which are in the nature of s 
stitutes for materials now on, or rapi 
going on, the priority list. 

Finally, the N. A. D. I. is establishing a 
central bureau whereby government defense 
contracts will be made available for bid- 
ding by members of the display industry. 
This last activity is seen as the most impor- 
tant current problem to be solved. 





Nazi Display Propaganda 
Invades Portugal 

Word from Portugal states that there is 
unprecedented display activity in the capital 
city, Lisbon. The city has not only become 
the clearing house for all Europe, occupying 
much the same position as Swiss cities dur- 
ing the first World War, but is being used 
as a display window by the Germans. 

The Nazis, with an eye on the propa- 
ganda opportunities among the many nation- 
alities in Lisbon, have been taking 
many display windows. As a result, shop 
windows all over the city are openly used 
for German propaganda or show some favor 
for the Nazi regime. 

The Germans are said to be quite free 
with their money and pay handsomely for 
display sites. A number of shop-keepers 
who are known to be pro-British still have 
not been able to resist the sale of their dis- 
play space to the Germans. The displays 
are said to be very skillfully designed and 
are not blatant in their presentation of the 
Nazi side of things. 

In contrast, British display efforts in Lis- 
bon are limited to the showrooms of the 
British Airways. 


over 


Halt Called On Production 
Of Fluorescent Fixtures 
The War Production 
halt in the production of fluorescent light- 
ing fixtures, except for essential uses or on 
contracts accepted prior to April 2 and on 
which work had begun. Manufacturers of fix- 
tures and parts may be continued until April 
22 from materials on hand when the order 
was issued. Sixty days after the 
however, the sale, delivery or transfer in 
any way of fixtures and parts is banned ex- 
orders bearing an A-2 rating or 


Joard has ordered a 


order, 


cept on 
better. 


Takes Over Display 
For Mayer's 

Ken Matsumoto, who for the past 
vears had operated Ken Displays, Los An- 
geles, is now in charge of display for 
Maver Jewelry Company, operating stores 
in Cincinnati, Dayton, and Hamilton, Ohio, 
and Indianapolis. Matsumoto is a Nisei, oF 
Japanese-American citizen, and is national 
vice-president of the Japanese-American ( it- 
izens’ League. 


eight 
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Woolen Colors 
For Next Fall 


\Inited Victory Colors” is the headline 
for the 1942 fall woolen collection, which 
The Textile Color Card Association has 
just issued to its members in confidential 
advance swatch form. In creating this new 
collection, which comprises only twenty- 
two shades, as compared with forty-two to 
sixty colors in previous seasons, Margaret 
Hayden Rorke, managing director, stated 
that the association had worked over a 
period of many weeks in close cooperation 
with the War Production Board and the 
association’s official Dyestuff Advisory com- 
mittee. 

The association has as its objective to 
create only colors that will help in the con- 
servation of dyestuffs and in this way assist 
the government in its war program. It has 
avoided stressing any one color family or 
groups of shades, so as to allow a wider 
scope in the use of dyestuffs and so prevent 
concentration on a few colors which would 
draw too heavily on certain dyes required 
for war production. 

Dusty frosted shades in the intermediate 
and lighter category express the tempo of 
this new woolen collection, with only four 
shades falling in the darkened scale. It is 
significant that, in the interest of conserva- 
tion, the association promotes no browns in 
this fall collection. Brilliant colors are also 
avoided, for although there are bright 
shades, they are all softened so as to nullify 
brilliancy. While industry will use addi- 
tional colors, it was emphasized by Mrs. 
Rorke that this collection sets the pattern 
or yardstick for colors which come within 
the bounds of our country’s “all-out” en- 
deavor. 

The color names in this new collection, 
chosen for their timeliness and promotional 
value, symbolize the confidence and united 
efforts of our country and her valiant allies 
in their fight for victory. Greens include 
soft grayed tones, as Australian green and 
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Pacific green, a basic pine type called Patri- 
otic green and a more animated medium 
shade, Russian green. In the red range 
smart versions comprise Concord wine of 
the vintage family, Valor red in the medium 
register and a sports type named Pan- 
American red, symbolizing the good neigh- 
bor spirit. British rose is an attractive 
tone adding variety to the rose-red family. 

Confirming the continued style appeal of 
the blue range are Salute blue, a new grayed 
airforce version, Gallant blue, a variation 
of the military soldier blue type and the 
darkened tone, Independence blue. Aqua or 
greenish water shades are represented by 
the misty Iceland blue and the tropical hue, 
Panama aqua. Rust shades lend animation 
to the fall colorscape, in such renditions as 
the reddish Chinese earth and the lighter 
India copper. Honor gold, a modulated 
shade of amber cast and the greener Victory 
gold are smart lighter tones. Canadian 
violet, a hazy muted shade, has novelty 
interest. In the neutral classification are 
Atlantic sand, a natural shade, and Dutch 
tan, a new cocoa type of beige, expected 
to enjoy a wide acceptance. Grays are rep- 
resented in Air gray, of light tonality and 
Gunpowder gray, a darkened smoke shade. 


England Again To Stress 
"Dig For Victory" 

Under England’s national display program, 
the Ministry of Agriculture has announced 
that its principal theme for the weeks imme- 
diately ahead will be “Dig for Victory,” 
with stress being laid on the idea of plan- 
ning ahead for next winter. The same 
“Victory Garden” theme was used _ effec- 
tively last year. 


Buenos Aires Windows 
To Be Darkened 

By order of the city authorities, all dis- 
play windows in Buenos Aires, Argentina, 
must be darkened by 9 o'clock each night. 
The move is designed to conserve electricity. 
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FEATHER- WEIGHT 
MANNEQUINS 


This new line of 
unusual figures 
has been de- 
signed espe- 
cially for high- 
er-type depart- 
ment store and 
specialty shop 
use. Amazingly 
light in weight. 


Write Today 
For Photos 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 











ORIGINATORS OF LOOSE 


LAWN GRASS 
FOR WINDOW FLOORINGS! 


Dyed to match your color schemes. Made 
from soft wood turnings. 


ONE BAG COVERS APPROXI- 
MATELY 75 SQUARE FEET 


We also specialize in Dyed Sand, Marble 
Chips, Cork Chips, Fancy and Tropical Sea 
Shells, etc. 

Write Us for FREE Samples and Price List 


BONAFIDE DISPLAY AND 
DECORATIVE CO. 
655 Sixth Avenue New York City 








@Please Mention DISPLAY WORLD When 
Writing Advertisers 


















An ideal valance for the Surf Shop or Window. 
panels and apply as spot display throughout the store, as tie-in with 


summer wear promotions. 


Re): 


A 


BATHING VALANCE 


Add a Sophisticated Touch to Your Beachwear Promotions 


oo 


\ 











Cut into three separate 


Bathing valance colors are: Red, Blue and 


Tan on Bone Bulkton Seamless. Roll Size 36” wide x 12’ long. 


PRICE PER ROLL 


BULKLEY. 
New York—295 Madison 


Write for Free New Display Folio 


Display Papers Division 


DUNTON & COMPANY 
Chicago—2635 S. Wabash 


90.10 














NEW LOW PRICES 


for 


SEAMLESS 
Background Papers 


87 in.—12-yard rolls...... $3.15 
107 in.—12-yard rolls...... $4.50 
81 in.—12-yard rolls...... $3.83 


In 12-roll quantities. Slightly more 


for less than 12-roll quantities. 


DECORATED Beautiful and 
seasonal panels, panoramas, back- 
grounds and 3-dimensional displays 


at correspondingly low prices. 

CHAIN STORE AND QUAN- 
TITY BUSINESS INVITED. 
For special discounts, write for 


color cards, catalogs and price lists. 


The 


ACE PAPER CO., Inc. 


Display Division 
DEPT. 29 
128 West Broadway, New York. N. Y. 











““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


FLAME-GLO CO. Inc. New” foxx city 








COSTUME, PATRIOTIC, PERIOD and 


Latest Stlle WIGS 


AT POPULAR PRICES 
Also Complete Line of Wiggers Supplies 


ARRANJAYS WIGS 








32 West 20th St., Dept. D, New York City 





Do You Know that You Can Dye Your 
Carpet for as Low as 2c per Sq. Ft? 


Experience unnecessary. Fast, dur 
able, washable. Applied with scrub 
brush. Free Booklet. 1 qt. concen 
trate makes 6to8 gals. dye. $2.00 qt 
Use DOG X for animal stains 


Thomas Dye Products 
4109 Troost Kansas City, Mo. 











REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


§24 S. Spring St. Los Angeles, Calif. 














ARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
e Signs @ Backgrounds 
@ Displays e@ Fixtures 
Send for free Sample and Literature 


: 228 NO. LASALLE ST. 
Carstenite Sales ** CyicKGo. ILL. 
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In Spite Of Priorities 


Although the Zenith Radio Corporation, 
Chicago, is converting its production facili- 
ties into an all-out war program—like all 


other radio manutacturers—it has no inten- 


tion of discontinuing point-of-sale advertis- 
ing. A program, backed by hard-hitting 
displays, to enable radio dealers to take a 
forceful part in promoting victory was 
launched in mid-March by Zenith. 

The program, according to J. J. Nance, 
vice-president and director of sales, has a 
three-fold purpose: first, to give dealers 
colorful display material for windows and 
store floors that will enable them to take 
an active part in promoting the victory 
theme; second, to explain why 
will not be available after present distrib- 
utors’ and stocks have been ex- 
hausted by dramatizing how Zenith produc- 
tion has been commandeered by the nation’s 
third, to continue the 
close public 
Zenith dealer and manufacturer. 


radio sets 


dealers’ 


armed forces, and 


association in the mind of 

Zenith’s part under our war economy, ac- 
cording to Nance, does not stop with con- 
version of manufacturing facilities to war 
production. In the past, the company has 
aided its presenting 
cuted programs in which a dealer's 
paper advertising, point-of-sale pieces and 


dealers by well-exe- 


news- 


window display material tied into the com- 
pany’s national advertising. 
planned by N. A. 


A new program Was 


—The displays of the Zenith Radio Corpora- 
tion are to continue despite the fact that the 
company, like other radio manufacturers, is 
now producing for the government rather than 
the civilian population. These displays shown 
here are typical of the latest Zenith point-of- 
sale material, each making a topical tie-up 
with America's participation in the war— 


LONG RANGE 











NIFH reaches out and brings you the 
E. os world’s finest entertainment, and 
RADIO the most important information 








Terwilliger, Zenith sales promotion n 


ager, in cooperation with Niagara Lit)o- 
graph Company, designed to continue ‘hy 
close association of manufacturer nd 
dealer. Emphasis of the campaign, how: 


has been transferred from sales to the vic- 
tory motif. 

Display material, consisting of streamers 
and large posters for store and window use, 
supplemented by stand-up cards, have been 
designed to promote victory. The posters 
tie in institutional themes, comparing Zenith 
radios to destroyers in performance, to large 
bombers in long range, and to tanks in 
power. The messages are subordinated to 
the victory idea, stressed in 
paintings by Stan Ekman. 
are shown here. 


striking 
Two examples 


Another display unit shows the American 
eagle perched atop a shield, with text urg- 
ing purchase of defense bonds and stamps. 
“Keep Your Radio Playing” is the caption 
of still another piece, which identifies the 
dealer as headquarters for expert 
service and offers his facilities for free tube 
testing. This poster expresses both dealer 
and manufacturer as their 
parts to keep America’s radios playing dur 
ing the war providing 


service, 


radio 


ready to do 


period by proper 

Further aid is being given the dealer in 
this campaign by making 
paper advertisements carrying the 
theme and featuring the same illustrations 


available news- 
victory 


Indication of the value of this program 
was given when Zenith sales representatives 


several weeks ago unanimously approved 
the proposal. The final endorsement came 
from dealers themselves, who early in 


March had over-subscribed for all of the 
\ 


display material before delivery was made 


by the lithographer. 


THE TAME 1S THE 
SaTTLESEI? OF 
THE MODERN 
SYMBOL OF LAND 
PownR 


has the power to transform the faint 
est signal into tone-rich reception 
for your pleasure, and to serve you 
when the need for information is vital 


ENS 


RADIO 
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Free Vacation Trip 
For Contest Winner 

Cash prizes and valuable trophies are to 
be offered in connection with the annual 
Fishermen's week display contest, April 25- 
May 2, according to The Sporting Goods 
Dealer, St. Louis, sponsor of the event. 
First prize is a two-week, all-expense-paid 
trip to a northern Minnesota fishing resort. 
Second prize is a special radio trophy valued 
at $50, while the third award is a clock and 
pen desk set. Fourth and fifth prizes are 
in proportion to the others. 

\ll stores in the United States and Can- 
ada selling fishing tackle at retail are eli- 
gible to enter the contest. The displays 
must be en view during the dates mentioned 
above and must contain a card, poster, or 
other sign reading “Fishermen's Week.” The 
name of the store, city, and displayman 
must be on the back of each photograph. 
The entries must reach the sponsor's office 
not later than May 18, and must not be sent 
to any other publication until the sponsor 
formally announces the results. 

The contest was won last year by Robert 
Harbour, Allen & Jemison Company, Tusca- 
loosa, Ala. 


"Critical Materials’ List 
Issued By Government 

The first of a periodic series of provi- 
sional reports on the relative scarcity of 
certain materials has been issued by the 
conversion and substitution branch of the 
Bureau of Industrial Conservation, War 
Production Board. The items listed below 
are materials that generally are critically 
essential for the prosecution of the war and 
for which civilian industry must largely find 
substitutions : 

Alloy. steel, aluminum, aluminum scrap, 
cadmium, calcium-silicon, chromium, iridi- 
um, lead, magnesium, nickel, tin, tinplate 
and terneplate, tungsten, cobalt, copper, 
copper scrap, vanadium, certain chemicals 
including many plastics essentials, agar, as- 
bestos, burlap and burlap products, corun- 
dum, cotton linters, graphite, manila fibre 
and cordage, pig and hog bristles, rubber, 
silk, tin cans, titanium pigments. 





Display Lighting Control 
For Blackout Use 

\n automatic photoelectric control de- 
signed to turn out display illumination in 
case of a blackout emergency has been an- 
nounced by The United Cinephone Corpora- 
tion, Torrington, Conn. The device is mount- 
ed in the display window, focused on a 
street lamp not more than 100 feet distant; 
as long as the lamp remains lighted, the 
window illumination is continued, but when 
the street lamp is extinguished by blackout 
authorities the Blackout Control switch turns 
off the window lights. Complete informa- 
tion can be obtained from the address given 
above. 


Baltimore Displayman 
Changes Positions 

Grant U. Stiner II has resigned his posi- 
tion as interior displayman for The May 
Company, Baltimore, to head the display 
department of Goldbloom’s Apparel Shops, 
of the same city. 


DISPLAY WORLD 


Library Of Congress Presents 
Silk Screen Exhibition 


America’s own contribution to printing 
media, the silk screen process, was given 
formal recognition the last week in March 
in an exhibition at the Library of Congress, 
presented jointly by the Library and_ the 
Washington Society of Typographic Arts. 
The exhibit is a comprehensive showing of 
the technical development of the process 
from simple modern 
process technique. It is proposed to send 
the exhibition on tour after April 11, and 
information on the itinerary can be obtained 
from the Creative Printmakers Group, 12 
West 17th street, New York City, the or- 
ganization responsible for planning and as- 
sembling the display. 


stencil printing to 


Stork Club Membership 
Increased By Two 


A 6 pound, 4 ounce daughter who has 
been named Lois Judith was born to Mr. 
and Mrs. Arthur Maharam on March 19. 
Maharam is a member of the firm of Ma- 
haram Fabric Corporation, 130 West 46th 
street, New York City. 

It's a daughter, also, for Ruth Copeland 
(Mrs. George C. Lord) who is head of the 
display studios of the same name at 135 
West 23d street, New York City. The baby 
was born at Doctors’ hospital on March 3 
She has been named Ellen Lord. 


Displaymen's Union Contributes 
To Civilian Defense Effort 

Ben L. 
Window Trimmers and Displaymen’s Union 
of Greater New York, Local 144, C. I. O., 


has announced a voluntary campaign to dec 


Berman, business manager ot the 


orate suitably all air-raid warden posts and 
headquarters of civilian defense organiza 
In addition to this and other related 
activity, members of the union will attempt 


tions. 


to increase the sale of defense bonds and 
stamps by direct contact with store manage- 
ments and by placing defense posters and 
signs in the windows under their care 





Kester Returns 


To Rothschild's 


Donald D. Kester, who joined the Harry 
Suffrin store, Detroit, several months ago as 
display manager, has resigned in order to 
return to his former position as head of the 
display department for Rothschild’s, Kansas 
City, Mo., with which firm he had been since 
1929. 


Sam Fenster again assumes his old 
duties at Suffrin’s as display manager. John 
Miller, who had taken over Kester’s place 
at Rothschild’s, is now in the army 


Advertising Displays & Decorations 
In Much Larger Quarters 


The firm of Advertising Displays & Dec- 


orations, Cleveland, is now occupying a 
space of 50,000 square feet at 1367-1383 West 
Ninth street 


is carried on all forms of display materials 


\n exceptionally large stock 


and equipment. I[. R. Copperman is general 
manager of the company, with Joel N. Cop 
perman serving as sales manager. 






























































































































































































































































































































































NOW, it’s easier than ever 
use those bright Mitten Disp 
Letters! This new streamline Di 
play Master has been especially 
designed to make quickly access-~ | 
ible the size and style of letter ~ 
It’s beautiful walnut | 
color, with harmonizing red or 
) green drawer handles, will fit 
gracefully into any shop or office. ©; 
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“eten’s Display Letters, 
oo California 


showing your 
Please send me ong illustrated 


' ter. Als ' 
yer ong yes Mitten display 
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Western Distributor: LOR SALES CO. 
460 E. 3rd St. Los Angeles 






























@FISH NETS 

@BEACH CLOTHS 
@SUPERLAWN 

@GRASS MATS 
@ARTIFICIAL FLOWERS 





















WE CAN FILL 

















ALL YOUR @841," PATRIOTIC STRIPES 
DISPLAY @ NAUTICAL SPECIALTIES 
REQUIRE. @ COTTON ROPING 
@CORK FLOATS AND 
MENTS MOULDING 
@ LEATHERETTES 
- @BAMBOO MATS 





@SUMMER CRASHES 







AA YA CORPORA TI ION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 







St. Louis 
915 Olive St. 


Chicago 
6 E. Lake St. 


Los Angeles 
819 Santee St. 


















NEW REFLEC 


A new colorful design of splatter 

dots in two colors on Reytrim. Smart 

for pedestals, panels, columns and 

floor decoration. 

WF 10—Red and Blue on White 
Reytrim 

WF 20—Green and Yellow on 
White Reytrim 

WF 30— Pink and White on Nile 
Reytrim 









































Distributed from stock by 
GARRISON-WAGNER COMPANY 
1629 Locust Street Saint Louis, Missouri 
Chicago Showroom—326 W. Adams 
do FLEXO-ATITON 

ANIMATION UNITS 
When you require the finest for your 
government contracts or your motion 
displays, specify FLEXOACTION. 
GEARED MOTORS AND TURNTABLES 
MERKLE-KORFF GEAR CO. 
211 North Morgan Street Chicago, Ill. 






















DISPLAY WORLD 


For the past forty since organized 
display came into being, since modern mer- 
chandising recognized the power of display, 
since the time that large merchandising 
stores appointed someone to “trim” or “dec- 
orate” their windows, “mass displays” 
have been in existence. 

As a matter of fact, before actual figures 
and facts known or actual tests were 
made on display, “mass displays’ were the 
only displays known. Retailers at that time 
thought that everything in the store had to 
be in the Dozens of one item were 
crowded in the display space. In some retail 
stores more merchandise was crowded in the 
windows than was actually on the shelves. 

Today, however, display” has its 
proper place and proper time. 

The drug store “mass display” should only 
be used when a special sale is held such as 
the well-known “1l-Cent sale,” or a “Week- 
“End of the Month sale,” etc. 
As a continuous diet, a “mass display” in a 
retail drug wasted energy, wasted 
expenditure and wasted space for which the 
retail druggist pays rent. 

The passer-by becomes accustomed to see- 
ing the mass display day in and day out and 
therefore it has no special attractiveness or 
eye appeal. It does not dramatize the prod- 
uct; it just creates the impression, as used 
old method, “here is merchandise 
and it looks like cheap merchan- 


years, 


store 


were 


windows. 


“mass 


end sale,” or 


store is 


in the 
cheap” 
dise. 

however, why some re- 
so-called mass display 
cartons—not actual 
they are trying to 


The main 
tail drug 
made out of 
merchandise- 
imitate the drug chains or cut-rate 

Analyzing this mass display question, we 
find that the article, “The Trend Is To 
Mass Display For The National Advertiser,” 
which appeared in the March issue of DIS- 
PLAY WORLD apparently based on 
New York City experiences. 
goods or payment for window 
retail druggists is an old New 
of affairs. As a matter of fact, there was a 
time when New York was the only city in 
which manufacturers paid either in  mer- 
cash for window displays in the 
location. 


reason, 
stores use 
“dummy” 
~is because 
stores. 


was 
Receiving free 

space among 
York state 


chandise or 


ordinary drug store 


Receiving free goods, monies or special 


discounts for so-called “cooperation” is an 


old custom among drug chain stores and 
syndicate stores. 
During the NRA _ period, when hearings 


was revealed 
money were being paid 
chain drug and 
stores for so-called “cooperation,” 
“window display coopera- 
tion.” Carloads of were given 
and thousands upon thousands of dollars 
were paid by advertisers to chain and syn- 
dicate “Window display” was a very 
convenient term. Records of these hearings 
and facts presented are on file at the De- 
partment of Commerce in Washington. 


held in Washington, it 


sums of 


were 
that 
by advertisers to 


large 
stores 
syndicate 
among this being 


free goods 


stores. 


What Is Mass Display ? 


By SOL FISHER 
Fisher Display Service, Chicago 


APRIL, 


1942 








investigations, Se:a- 
Patman | 


As a result of these 
tor Robinson and Senator 
duced “Miss Fair Trade.” 

The independent retailers, g 
gists, thought that with the advent of “Miss 
Fair Trade” everybody in the retail drug 
business would be on equal terms—no more 
loss leaders—no more secret rebates and no 
more “under-selling’—that the neighborhood 
drug stores would be on equal terms with 
the chains and the cut-raters. But a joker 
was put into the Robinson-Patman act and 
the Fair Trade law by inserting the term: 
“services rendered.” 

In other words, under 
manufacturer or advertiser may pay a re- 
tailer for “services rendered,” but such offer 
must be made to all retailers handle 
their merchandise. 

Some chains, syndicates, etc., immediately 
organized display departments and 
charging manufacturers or advertisers for 
“services rendered.” The advertisers are 
paving more today for so-called ‘ 
rendered” than formerly as rebates. The 
only difference is that today bills are ren- 
dered for “services rendered,” while before 
such sums were deducted from remittances 
as rebates. Today, such expenditures are 
being charged up against “window displays” 
which actually are not being used. 

Therefore, when discussing “Mass Display 
vs. One-Product Display,” consideration 
must be given as follows: 

1. Is the discussion really on the actual 
value of mass display vs. one-product dis- 
play? 

2. Is 
rendered” 
display ?” 

Drug chains using mass displays, whereby 


especially drug- 


this legislati: moa 


who 


began 


“services 


merely about “serv- 


title of “window 


the discussion 


ices under the 


each manufacturer is charged a certain 
amount of money for placing one or two 
dozen dummies, or for a large or small 


for a quarter, half or full win- 
not using their window 


cut-out, or 


dow, are certainly 


displays for merchandising purposes. There- 
fore, I do not believe it can be said that 
drug chains or syndicate stores are using 


mass displays on account of their produc- 
tivity. 

On the other hand, when a chain drug 
store installs a display on a long profit line, 
or on their own manufactured products, or- 
derly, well-balanced, attractive one-product 
displays are installed. 

Window display at its best is supposed to 
attract the eye and create desire to pur- 
Can a mass display do it when it 
makes a 50-cent article look as if it 1s 
worth 10 cents? 

An experienced displayman has a certain 
natural knack for placing merchandise, if 
given the opportunity, so that a 50-cent item 
looks like a dollar value in the window 

Window display, if used properly, should 
prestige for the products displayed 
retail outlet. To secure results 
they must be taken 


chase. 


create 
and for the 
from window displays, 











at 
th 
vo 


Ni 
tit 


M; 
the 
Ma 
Te 
pre 
are 


APRIL, 1942 


seriously; clean, orderly, well-balanced, 
one-product displays do create prestige—and 
sell goods besides. 

Just because window display is an un- 
controlled medium of advertising (and it 
should remain an uncontrolled medium), it 
does not mean that window display at the 
point of purchase is not superior to any 
other form of advertising. Not every full 
page ad in a magazine or newspaper is read 
or even seen by all who purchase or sub- 
scribe to such periodicals. 

Because window display is an uncontrolled 
medium, it is being used as a “football” for 
all sorts of expenditures. 

Window display is an art, a highly spe- 
cialized trade, but when it is pay 
off someone or to satisfy the vanity of some 
retailers who desire to imitate—not knowing 
that the one they are imitating receives pay- 
ment for doing the wrong thing, then it is 
not “window display” and should not be 
considered as such. 

Hundreds and hundreds of have 
been made and conclusively proved that one- 
product window displays bring customers, 
increase sales, and at the same time create 
prestige and good-will for the product and 
the retail outlet. 


used to 


tests 





ELEMENTS OF MEN'S 
SHOE DISPLAY 

[Continued from page 17] 
your window. This type has been so very 
successful that we have equipped all new 
stores this past year with fixtures of this 
kind and are now starting a campaign to 
re-do all of our older units with table fix- 
tures. They are usually made in variable 
heights, with a shelf arrangement; the tops 
are made removable so that they may be 
covered with fabric for window-color schem- 
ing. 

The physical set-up of the window should 
not be overlooked in the construction of new 
We have found that the window 
line is the most important part of your win- 
and should be treated such, both 
when planning a new store or when instal- 
ling a display. Since this fact can not be 
denied, we have extended our window lines 
in all new stores and in the remodeling of 
older stores by constructing the windows 
with a series of jutting half-circles and re- 
turns. By this method we are able to extend 
our window line as much as 50 to 75 per 


stores, 


dow as 


cent. 

Keep your windows alive with displays 
which combine your merchandise with cur- 
rent events, national holidays, and all things 
interest. This method ot display 
attracts the attention of everyone and gives 
the shopper a double for viewing 
your windows. 


of local 
reason 


Mannequin Booklet 
Now Ready 


\ new brochure has been issued under the 


title of “Old Age Insurance for Manikins.” 
According to the sponsor, The Madisonia 
Manikins, 795 Broadway, New York City, 
the booklet was created to help conserve 
Mannequins during the present emergency. 
Ten suggestions with this idea in view are 
Presented in the brochure, copies of which 
are available on request. 
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... there’s excitement and 
enthusiasm galore about 


BUSINESS GI 


Designed by Lois Felice 


Mannequins for realism, attitude, 


147 West 37th St.. New York 





Charm 


RL MANNEQUINS 


If you would glorify Business Girl Fashions, then you must use Business Girl 


position and convincing display. Charm 


BUSINESS GIRL MANNEQUINS featured in Charm Magazine for April are 
naturals for work in your windows! 
ready—write or wire today for exclusive rights! 


Sole Manufacturers and Distributors 


The Disnlay Equipment Corporation 


Complete promotional tie-in material now 


BRyant 9-8450 














Metal Signs Affected 
By WPB Order 

After July 1 no metals of any kind may 
be used to make signs, according to an order 
by the War Production Board on April 1. 
In addition, during the period from April 1 
to July 1, sign manufacturers may use only 
50 per cent of the amounts of iron and steel 
used during the year ended June 30, 1941. 
Signs affected are those of 36 square inches 
in size, or larger, and of which at least 5 
per cent of the weight metal. 
Metal stocks held by sign manufacturers are 
also frozen by the WPB order, and the man- 
ufacturers forbidden to acquire more 
materials than needed to keep up operations 
at the reduced rate. They may not sell or 
deliver any materials except to govern- 
mental agencies, to firms having an A-3 
preference rating or higher, or on specific 
approval by the WPB. 


consists of 


are 





Complete Arrangements 
For Fixture Production 


A patented multiple display fixture known 
as “Multiform Displays” is now to be pro- 
duced in the United States after arrange- 
ments have been made with the French 
owner of the patents covering the unit. The 
American company to handle sales and mar- 
keting of the displayer is Trans-Marine 
Trading & General Patent Corporation, 535 
Fifth avenue, New York City. 

The unit combination two 
heavy chrome, or leather, covered standards 
with helical slots and eleven varied shapes 
The can be 
display at 


consists of 


ot glass shelves. standards 
turned to handle 


Circular, square, oblong, 


various ele- 
and cres- 


The 


vations. 
cent discs can be combined as desired. 
standards come in three heights 


"Defense Stamp Contest" 
Used In Windows 

Retailers of Rhinelander, 
for a calling 
spring window displays, recently organized 
a “Find the Stamps” contest for 
local shoppers. In each window of the stores 


Wis., 


attention to 


seeking 
novel way of 
Defense 


participating were a number of the stamps, 
and the person who turned in the 
nearly correct total for all the various stores 
received a $25 defense bond as a prize. 
Second and third entries received $10 and $5 
in defense stamps, respectively. 


most 


Something New 
Artificial Flowers 
_ and Displays 


See for Yourself at the 
Most Famous Corner in 
the Display World 














MADISONIA 
Manikin Refinishing 
795 BROADWAY NEW YORK CITY 
Management Florence Laurence 
Formerly with Cora Scovil-Vazah 
FAST SERVICE LOW PRICES 


WRIT For FREE Booklet on 


the Care of Manikins 











THAYER & CHANDLER AIRBRUSH 


@ particular artist 


f 
« 


~ THAYER & CHANDLER 
O10 W.VAN BUREN ST., CHICAGO.ILiL 








MOVE YOUR SLOW MOVERS 
oto-s 


ELECTRIC TURNTABLE 


WITH O 


Turns three 
times to the 
minute— 


Turns pass- 
ersby into 


For 110 Volts A. C. only customers! 


Carries up to 200 Ibs. 


Low in price, but high in all-purpose util- 
ity and dependability, ROTO-SHO is boost- 
ing sales for merchants everywhere . 
draws immediate attention to products 
shown on it. ROTO-SHO is the silent 
merchandiser that pays dividends in in- 
creased business. 


Write us for Circulars and Prices 


GENERAL DIE & STAMPING CORP: 


265 CANAL STREET NEW YORK CITY 








NEW BATHING GIRL 


Valance Panel BV42 
Veloursheen, Photo Murals, 


American Panel, Crush Grain 
Leatherettes—Quiltsheen— 


Woodgrain and Seamless 
Background Papers 
Vacation and Summer Items 
Manufactured by 
Bulkley, Dunton & Company 


Distributed from stock by 


GARRISON-WAGNER COMPANY 


1629 Locust Street Saint Louis, Missouri 
Chicago Showroom—326 W. Adams 











MANNEQUINS 
4, MILEO 


Creator Since 1900 


A complete line of merchandising 
mannequins. Men, Women, Misses, 
Teen-Age and Children. Write today 
for photos of this outstanding group. 


7 West 36 St. fo" "* New York 








MANNEQUIN REFINISHING 


A new kind of service by an 
experienced mannequin artist. 
ALL WORK DONE IN MY OWN STUDIO 
Shipping Cases Furnished—Freight Prepaid—No 
Fuss—No Bother—Better Work—Factory Finish 
Write for Complete Information 


6117 EAST 10TH ST. 
& M. BRENAN INDIANAPOLIS, IND. 
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Designs Memorial For 
U. S. S. Arizona Dead 

C. T. Masterson, Cleveland architect 
whose articles on display lighting have ap- 
peared frequently in DISPLAY WORLD, 


has just completed the design for a memo- 


rial for the men of the U. S. S. Arizona 
who were killed during the attack on Pearl 
Harbor. 

Masterson undertook the work at the re- 
quest of Lieutenant Francis M. Falge, who, 


| although assigned to the Arizona, was not 


on the ship when the attack occurred. Lieu- 
tenant Falge and the Arizona’s survivors 
contributed to a fund for the erection of a 
monument “of a type that might in some 
manner show the unexpectedness of the 
attack.” 

Masterson’s design shows a typical sailor's 
family during peace time, looking at the 
Arizona in the harbor, while Death, draped 
with the emblem of the Japanese militarists, 
steals up behind them with the assassin’s 
dagger. The background consists of a piece 


| of the original armor plate from the ship, 


cut in the outline of the state after which 
the battleship was named. <A large “V" 
with the names of the dead is superimposed, 
and also bears a fitting inscription. The 
original anchor chain and 18-inch projectiles 
complete the design, which has been ap- 
proved and will be constructed. 

The architect of course donated his serv- 
ices, stating that “it was an honor, a pleas- 
ure, and a duty.” 

Increased Importance 
For Father's Day 

In addition to the usual gift-buying sig- 
nificance of Father's day, this vear it is to 
be given a more important angle, according 


| to the National Father's Day committee, 9 


East 41st street. New York City. Commit- 
tees are to be established in each community 
“Fathers for 
The purpose of the organization 
is to urge every civilian in the country to 


to enroll masculine parents in 
Defense.” 


| do his part in the all-out war effort. 


Elaborate display materials have been 
prepared for the event, it is said, including 


| the official poster: “Father, Defender of the 


Home.” Complete details can be obtained 
from the address given above. 
"Retailers For Defense" Prize 
Goes To Richard Staines 

Richard A. Staines, Vandever Dry Goods 
Company, Tulsa, has been awarded the dis- 
tinction of having the top display in a 
“Retailers For Defense” contest sponsored 
last fall by the National Retail Dry Goods 
Association and the International Associa- 
tion of Display Men. 


Cincinnati Club Meeting 
Outlines Civic Drive 


The Greater Cincinnati 


Display Club, 
meeting at the Hotel Gibson the evening of 
\pril 9, outlined plans for the club's partici- 
pation in the War Chest drive which is soon 
to get under way in the Queen City. The 
meeting was under the direction of Andrew 
Matzer, Rollman & Sons Company, who is 
first vice-president of the organization. <A 
travelogue motion picture completed the 
program. 
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Sew And Save Week Contest 
Winners Announced 


From an unusually large and effe: 
group of window displays ten winners 
been selected for cash prize awards in 
annual National Sew and Save window 
play contest. The total number of 530 p! 
graphs entered in the contest represent: 
large increase over 1941. 

In the larger store group, 132 window 
plays were considered in the final judging 
and the first prize award of $100 went 
Sibley, Lindsay & Curr Company, Roch¢ 
N. Y., for which Stanley E. Thompso 
display manager. F. H. Boyd, Coyk 
Richardson, Inc., Charleston, won se 
place and $50. 

Out of the 240 smaller stores considere 
in the final judging, C. Newlan, Minear [ry 
Goods Company, Greensburg, Ind., won t! 
$100 first prize. Second place went to Car 
W. Rinus, R. F. Herndon & Co., Springfield, 
Ill. A special award of $25 was voted to 
G. E. Wheete, Sears, Roebuck & Co., Tulsa. 

In the chain store group, first prize ot 
$100 went to Larry Pruitt, W. T. Grant 
Company, Decatur, Ala. Second place was 
won by McCrory’s, Shreveport, La. Three 
third prizes of $25 each went to the follow- 
ing: Wilma Goldsmith, McCrory’s, Allen- 
town, Pa.; H. D. Brocey, F. W. Woolworth 
Company, Elizabeth, N. J.; A. L. Duckwall 
Stores Company, Salina, Kan. 





Andrews Reports Successful Use 
Of Display Posters 

C. A. Andrews, leading display factor in 
Wellington, New Zealand, who has worked 
untiringly to tie up display with the local 
war effort, cables that a shipment of Amer- 
ican war posters, forwarded him some time 
ago by DISPLAY WORLD, is being put to 
good use. His cable, dated April 11, reads 
as follows: “Thanks for posters. First ma- 
jor theme launched in fifteen Wellington 
windows will display British ‘Red Duster’ 
displays. Send more posters.” 








COMING UP! 


National Notion Week—April 20-25. 

National Foot Health Week—April 20- 
25. 

National Fishermen’s Week—April 25- 
May 2. 

National Better Homes Week—April 
26-May 2. 

National Baby Week—April 26-May 2. 

National Egg Week—May 1-7. 

National Music Week—May 3-10. 

National Golf Week—May 9-16. 

Mother’s Day—May 10. 

Good Will Week—May 12-18. 

National Cotton Week—May 15-23. 

Citizenship Day—May 17. 

National First Aid Week—May 17-23. 

Buddy Poppy Week—May 20-30. 

National Tennis Week—May 23-30. 

Memorial Day—May 30. 

National Luggage and Leather Goods 
Week—June 8-13. 

Flag Day—June 14. 

Children’s Day—June 20. 

Father’s Day—June 21. 
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For Immediate Delivery 

e graceful 
Fostheweichte SLEEVE FORMS 
are born flexible, unbreakable, and scien- 
tific elastic, making your Jacket or Suit 
sleeves look smart. Pat. No. 1,808,459. 
Goodman Patent Featherweight are used 
today by leading specialty shops. 

Sample Pair Sent on ee 
“The House of Guaranteed Turntables” 

Goodman Flexible Sleeve Form Co., Mfrs. 

19 West 34th St., New York, N. Y 











Silent Salesman 
STREAMLINE SHOW CASES 
Send for Catalog 


Detroit Show Case Co., Detroit, Mich. 














NEW YORK DISPLAY FACTORS UNITE 
FOR DEFENSE BOND SALES 
[Continued from page 16] 
for these displays was contributed by Emil 

Friedlander, of Dazian’s. 

Mrs. Van Sand, Lerner’s, headed the pro- 
curement committee, and through the serv- 
ices of Joseph Grossman, of Master Dis- 
plays, the hats and streamers were. silk 
screened. 

The “NoSeam” paper was supplied by 
John T. Wilson, of Bulkley, Dunton & Co., 
and Mac Kleinman, Ace Paper Company. 

The 100-point board which was used for 
screening the hats was supplied by Conrad 
Woelky, Schulte Cigar Stores, and by Jos- 
eph Grossman. Cardboard for the displays 
was contributed by N., Miller 
Paper Company. 

The hats were sent to Bliss Display Cor- 
poration, Victor Haida Displays, Stroock 
Displays, and Sue Williams Studio, where 
they were cut out by band-saw. 

It was decided that these windows were 
all to be installed starting March 27, to be 
finished by Wednesday morning, April 1. 

The displayman of each district got volun- 
teers from his department to make prepara- 
tions for entering empty stores and installing 
the displays in these stores. 


Shopson, 


After securing 
the territory, it was discovered that there 
was not the hoped-for display space. There- 
fore. the committee decided that it would 
appeal to banks, travel agencies, wholesal- 
ers, hotels, and important second-floor loca- 
tions that would appeal to Fifth avenue bus 
traffic. 
mittee was able to get donations of approxi- 


As a result of this survey the com- 


mately 300 windows. 

When volunteers were asked for to install 
the displays, it was discovered that there 
were many more volunteers than there was 
work to be done at that particular time. 
In order to distribute the burden of this 
work, the boys of Bliss Display Corporation 
who were installing in their district de- 
cided that only three men could do the job 


eficiently. The rest of the men in the shop 
who were unable to do the actual work con- 
tributed 50 cents each. In this way the 


cost of installing was carried by everyone. 

Henry Zimmerman, of Weber and Heil- 
broner’s, suggested that these 300 displays 
were really only a drop in the bucket in 
relation to the possibilities for detense dis- 
play effort in Greater New York. He then 
contacted the Window Trimmers and Dis- 
Playmen’s Union of Greater New York, 


Local 144, C. I. O., and the Window Trim- 
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mers and Helpers Union, Local 151, A. F. 
of L., and made arrangements so that these 
unions, under his supervision, will install in 
the near future several hundred more win- 
dows than have been installed at present. 
The union men are donating their labor 
without charge, of course. 

The value of this campaign is inestimable. 
The Defense Display committee was able to 
design, produce, and install—at no cost— 
approximately 300 window displays to pro- 
mote the sale of defense stamps and bonds 

-in locations that would never otherwise 
have had these displays. It is suggested 
that much this same victory display cam- 
paign could be tollowed with equal success 
in other cities throughout the country. 





DISPLAY ... LIKE BULLETS... 
WILL HELP WIN THIS WAR 
[Continued from page 5] 

We might just as well think because we 
have made some tanks and some bullets that 
the war is over. Retailers must learn that 
one window of a kind is not all-out effort. 
It must be done again and again and again. 
Only by repetition will people become con- 
vinced. What if selling bonds and stamps 
had stopped with only a few radio an- 
nouncements, a few windows, a few demon- 
strations? The pyramiding of effort made 
visual in ever-increasing amounts becomes 


stronger and stronger evidence by which 
people believe and act. 
6. Memorial day and summer victory 


parades. As vet we have seen little activ- 
ity in the form of all-out community effort 
for victory. This will grow by leaps and 
bounds in the next few months, especially 
from Memorial day to July 4 and Labor day 
and on to victory. Do not minimize the 
importance of this effort to the tempo of 
America’s drive for victory. There must 
be the thrill of bands, there must be higher 
blood pressure in the form of higher ambi 
tions and it is the job of display to help 
dramatize every day in more ways. The 
work of display has just begun. 

7. Civilian defense and physical fitness. 
Every displayman, every local club, ‘most 
every store has wanted to do more and more 
for civilian defense. Civilian defense needs 
more help in training. If you were going 
to be a pilot in the air service, you would 
get much of your training from charts, from 
exhibits and from visual education. The 
display club can help the local C. D. C 
design and build the first of each such 
The C. D. €.. ean 
have the local schools reproduce these in the 


training articles needed. 


quantity needed in their manual training 
and other departments. In many cases, local 
clubs can help to supervise. They can help 
display in their windows what schools and 
clubs are doing. They can help to create 
an understanding 
Again I say, display is visual education. 


through visualization 

The above are merely a few of hundreds 
of activities important to victory. Display, 
like bullets of the right calibre and quantity, 
can help win this war! 


Scranton Dry Goods 
Names Cooney 

D. FE. Cooney has been appointed to the 
position of display manager for the Scranton 
Dry Goods Company, Scranton, Pa. 





NEW LOW PRICES. 


for 


SEAMLESS 
Background Papers 


87 in.—12-yard rolls...... $3.15 
107 in.—12-yard rolls...... $4.50 
81 in.—12-yard rolls...... $3.83 


In 12-roll quantities. Slightly more 


for less than 12-roll quantities 


DECORATED 


seasonal panels, panoramas, back- 


Beautiful and 


grounds and 3-dimensional displays 
at correspondingly low prices. 

CHAIN STORE AND QUAN 
TITY BUSINESS INVITED. 
For special discounts, write for 


color cards, catalogs and price lists. 


The 


ACE PAPER CO., Inc. 


Display Division 
DEPT. 29 
128 West Broadway. New York, N. Y. 
















Because of their dependability, 
compactness and versatility, be- 
cause they will give almost any 
motion or sequence of motions at 
any speed and torque and can be 
produced and delivered in almost 
any quantity, SpeedWay Motors 
have been selected to do innumer 
able important war jobs. They are 
with the United States fighting 
forces on land, on sea and in the 
air. We regret that for 
“the duration” few, if 
any, of the thousands o} 
SpeedWay Motors will 
be available for display 
animation. 


| Speed Way 


1839 S. 52nd AVENUI 
CICERO, ILL. 
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The Play World 


| EES ARIE OEE RE By BARBARA BARR 





THEATRE 

The Play World's 
design go this month to the revival of James 
fantasy, “A Kiss for Cinderella,” 
sets by Harry Horner 
Paul du Pont, antiques from the 
and the 


four stars for scenic 
Barrie's 


and cos- 


which has 
tumes by 
Hearst collection in the 
most surrealistic scene in the whole history 


first act 


of theatrical revivals in the second act, 
namely the by-now famous scene at the ball. 

Highlights of this production, which stars 
giant 


which 


Rainer, incidentally, are a 
penny-stove (a purely British article 
represents warmth in the play) which opens 


Louise 


up to disclose a dias, painted to represent 
white satin, on which in place of a throne 
rocking chairs of the old- 
fashioned curving, wicker variety. (Resur- 
these are 


are two gilded 
rected from an store, 
amazingly decorative.) Other disclosures are 
above the throne 


antique 


the gilded subway straps 
from King 
swinging gaily at times 
Lord Time’s tailored cutaway made entirely 
of latest newspaper headlines (always quite 
renewed 


and Queen are seen 


during the 


which the 
scene ; 


up to date since they have to be 
twice a week) pasted on buckram; the cen- 
black from head to foot 
with the exception of the underside of the 
cloak which reveals a large white envelope ; 
and finally the magnified snowflake patterns 
sprayed on the night-blue backdrop of or- 


costume of 


sors 


gandy 

Horner makes use of a device in this play 
which could be used successfully in display, 
too. In the foreground of the stage is the 
interior of Cinderella’s little shop. At the 
extreme back, and thus in the distance, 1s 
—Jo Mielziner's setting for the world premiere 

of the ballet, "A Pillar of Fire’ — 


the skyline of a city, lighted from behind. 
The same flat is used in the next scene, the 
frame structure of the shop having been 
quickly rolled away, and we have the sky- 
line glowing from behind the organdy cur- 
tains. Thus this single device may be said 
to impart two entirely different impressions 
to the two scenes in sequence. In the first, 
the skyline aids in the impression that this 
is a poor little shop lost in the tenements 
of a big, cold city, London in this 
In the second, the skyline becomes the fan- 
tastic outlines of a dream palace, and adds 
to the impression that this is a ball taking 
i where all balls are 


case. 


place in a great city 
beautiful and glamorous. 

John Root has designed a set for one of 
the most thorough and absorbing plays in 
many a This is a New York living- 
room where a dramatic critic comes to grips 
fundamental human questions. 
only has the distinction of 


year. 


with some 
The play not 
raising a lot of interesting questions; it also 
clever and sophisti- 
setting had to be as 
Long vermilion drapes 


is blessed with very 
and the 
sophisticated. It is. 

frame the long French doors to the terrace. 
Through the doors is a glimpse of a potted 
and _ the New York, 
neighboring apartment house. The room is 
a drop living-room and Jason, the critic, and 
Mike Ambler, the Saroyanesque playwright 
poses most of the play's questions, 
seem to find the step down to it a very 
handy place to sit and think aloud. This 
is not to infer that Jason, played currently 
Cob, needs any sort of prop. He 
turns in a very convincing performance. 


cated lines 


tree, ever-present, in 


who 


by Lee J. 


Howard Bay, whose graphic sets for the 
“Brooklyn, U. S. 
favorable 


season's earlier offering, 


A.,” earned him a great deal of 
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comment, has designed a setting of 
“Johnny 2 x 4” Club for the play of 
name, a setting which “Cue” called a “ti 
tiful exercise in nostalgia.” Actually, 
designed a very practical set with steps 
the sixty-four members of the cast (inc 
very fine singers and dan 
to ascend and descend, a stage with: 
stage for Merle Pit and his orchestr:; 
bar, and many little round tables. The 
progresses from 1926 to 1936 and with 


ing some 


—Matislav Doboujinski did this preliminary paint- 
ing for the New York premiere of "The Russian 
Soldier" ballet— 


three minor changes in props, Bay captures 
the passing of time and the differences be- 
tween a night club in its struggling days 
and its lush period. This is done (1) by 
substituting a cloudy mural at the back of 
the stage for a smooth bit of abstract paint- 
ing in which fish tails and piano keys drift 
moodily in pink clouds, (2) by putting table 
cloths on the previously bare brown tables, 
and (3) by installing a juke-box. The juke- 
reminder that Bay, who used a 
carton and a barber chair to 
such dramatic advantage in “Brooklyn, 
US. ,A fond of the common 
symbols of every day life used decoratively. 
Other news of the stage is that forty 
Scenic Artists members are taking a scien 
tific course in camouflage for defense pur- 
poses. Among them are Harry Horner, How- 
ard Bay, Jo Mielziner, Lee Simonson, and 
Tom Lee (whom we know better as Bonwit 
Teller’s display director, despite the tact 
that he is known elsewhere for his 
brilliant “Louisiana Purchase.”) 
Lee suggests that displaymen in other cities 
might form classes of this sort. There is a 
great need for this work as indicated by 
the fact that this group has already had 
offers from several important manufacturers 


box is a 
Coca-Cola 


seems very 


best 


sets for 


BALLET 


On the sixth of this month, a season of 
the ballet whirled into town for two weeks 
filled with thirty-five lavish productions by 
the Ballet Russe and the Ballet Theatre, 1n- 
cluding a New York and a world premiere 
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The New York premiere is a ballet called 
T) Russian Soldier” based on Proko- 
kiefi's “Lieutenant Kije.” Matislav Dobou- 
jinski, who designed scenery and costumes 
for the Metropolitan opera this season, has 
done them for the new ballet. The soldier 
is a soldier in the Imperial, not the Red, 
army, and the costumes and sets in which 
red and green are the predominant colors 
have the gay, toy-like quality of past his- 
tory. Notable is the first scene where the 
backdrop is a clever painting of the bar- 
racks seen from a rooftop. Below in the 
courtyard are painted soldiers drilling. In 
the center of the backdrop is a bronze statue 
painted in green. This is the figure which 
tops the roof, and adds to the illusion that 
the audience is looking down from a con- 
siderable height. 

Original among the costumes are those of 
the “Stalks of Wheat” where faces peeping 
out from the straw-like costumes are topped 
by thick braids of the same material. In 
another scene the soldier dreams of his for- 
mer simple peasant life before he went to 
war, and Doboujinsky has painted a kalei- 
doscopic curtain to symbolize this dream: 
of all the ikons, the candles, the bells, the 
banquet table, the goblets, all painted large 
not only in his memories but also on the 
flat. 

The world premiere is “A Pillar of Fire,” 
a ballet based on Arnold Schoenberg's “Ver- 
klaerte Nacht” in which Jo Mielziner has 
helped to tell a story of the fears and trus- 
trations of love in a small New England 
town. His street makes admirable 
use of perspective with ghostly shadows of 


scene 


houses retreating down a tree-lined road. 
The lighting (in pink-whites and blues) ex- 
presses the wonder and mystery of the night. 
The other favorites from “Giselle” to “Gaite 
Parisienne” are on the list and many New 
York department stores are featuring ballet 
windows during these two weeks. 


ON EXHIBITION 


At the Museum of Modern Art. 
Last month the museum had an exhibit of 
soldier art from Fort Custer (reviewed in 
this column) and this month it follows, ap- 
propriately 
civilians. 


enough, with art in war, by 
These are from the one hundred 
works purchased by the Office of Emergency 
Management from its first national open art 
competition announced three days after 
Pearl Harbor. The interesting feature of 
the exhibit is the use of machinery and 
guns, foundrys, steel mills, ships, and flying 
fields in an almost abstract manner, which, 
however, is filled with the knowledge that 
Winning the war means winning the battle 
of production. Typical are the paintings 
“Night Life in Pittsburgh,” “Hydro-Electric 
Turbine Assembly,” “Loading Cars,” and 
“V's in Rolling Steel.” All of which sug- 
gests that machinery, the pattern and color 
of it, is full of meaning and would make 
good display background material, especially 
for windows showing uniforms, safety gad- 
gets, etc. 

Speaking of abstract forms, Alexander 
Calder’s “mobiles” are a type of art that 
might be taken over by display. The mu- 
seum is showing an interesting mobile on 
one of its staircases. This one swings from 
the ceiling and is in constant motion and 
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continuous unpredictable change (most of 


Calder’s mobiles do involve these two fac- 
tors); furthermore, when the afternoon sun 
shines through the thin curtains on the stair- 
way the mobile casts a moving shadow on 
the wall. Another mobile in the museum's 
collection was one of Calder’s first and con- 
sists of a red and white ball which moves 
slowly up and down a thin wire 
around a thick piece of tubing. This is not 
as childish as it sounds because the pattern 


wound 


made simply of wire and tubing is, neverthe- 
less, very decorative. 

Children trom 3 to 12 will have an oppor- 
tunity to become acquainted with Calder 
and other modern artists at the Museum of 
Modern Art's children’s art festival which 
will continue through April 26. The festi- 
val combines paintings, sculpture, toys, and 
games to delight boys and girls and to en- 
courage their interest in modern art. Gates 
made in the contour of a child (out of wire) 
admit only those of each age level to their 
respective sections to work out jig-saw puz- 
zles cut from modern reproductions and to 
play with the Calder toys. 


ZOOLOGICAL EXCURSION 


The Bronx zoo is becoming more and 
more of a wonderland. And from a display- 
man’s point of view, too. Latest wonder 1s 
the aquarium, recently transferred from the 
old building in Battery park. 
porary” exhibit, thirty tanks are set in nine 
mural-covered panels, the largest of which 
is 30 feet high. The 
murals represent such exotic places as a 


Only a “tem- 


wide and 20 feet 


Malayan jungle river, a West Indian coral 
reef, a South American river, and a_ scene 
from “Alice Through the Looking-Glass.” 
One panel is a huge tropical fish of which 
Bril- 
liantly colored tropical fish have been given 
jewel-box settings with considerably 


the illuminated eves are fish tanks. 


more 
elaborate underwater planting and decora- 
tion than was the rule in the old aquarium 


DECOR WHILE DINING 


Numbers seem to be news—in night spot 
decor, anyhow, where the 23-Room and _ the 
1-2-3 Club are the latest. The 23-Room at 
the Hotel George Washington was designed 
by Jac Lessman, who has also just finished 
a room ior the Hotel Fensgate in Boston 
(the rumor is that the Boston room is dec- 
orated in patent leather). 
completed in twenty-three days, 


The 23-Room was 
there are 
twenty-three stars that light the ceilings 
(interspaced between red and white patriotic 
stripes). The room is shaped something like 
a drum, with rounded corners, and the walls 
are lined with ropes like those that encircle 
a drum—with little lamps where the rope 
forks at the center. Outside the hotel lobby 
entrance to the 23-Room is one of the best 
things about the set-up: a light shaped to 
resemble a drum with little wooden drum 
sticks lying across it. The patriotic murals 
are also quite novel. The conception of 
Paul Revere, for example, shows the famil- 
lar periwigged patriot with his boots wedged 
tightly in the stirrups, galloping along; but 
only the head of the horse is painted, and 
of the arm that holds aloft the lantern, only 
the gloved hand is painted. P. S. Drinks 
at the 23-Room range from—vou guessed it 


23 cents 
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25” Life-Size Bust of 






Gen. Douglas MacArthur 


Cast in Composition 
Antique Bronze Finish 


$10.00 Each 


Also in 12!” Size—$2.50 Each 


ARTLEY STUDIO 


350 PLANE ST. NEWARK, N. J. 


« Cutawt 


CUTS THE COST OF 
ALL CUTOUT WORK 



















































































































































































































For Stores — Sign Shops — 
Display Studios — Theatres 
—National Advertisers, etc. 













Write for Complete Information 


INTERNATIONAL REGISTER CO. 


2624 W. WASHINGTON BLVD. 
CHICAGO, ILLINOIS 
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OPPORTUNITY EXCHANGE 








FOR SALE 


Large group silk banners, plaques, etc., 
for 50th Anniversary event. Unusual, at- 
tractive. Buy for your 50th year at less 
than half our cost. All in best of condi- 
tion. Write for photos, prices, ete. We'll 
be finished with them December 31. For 
immediate sale—14 only large Xmas can- 
dle displays for inside post trims, com- 
plete with foliage. 


Address “R. M.” 


Care DISPLAY WORLD 


Specialist in Display and 
Merchandising Now Available 


Her present company — internationally 
known—is converting to 100% war work 
and releases her regretfully. Age 29. 
Practical, versatile, conscientious, loyal. 
Good teamworker. Both manutacturing 
ind retail exp. Her work in the last few 
years has been praised throughout the 
country Plenty of successful work to 
show. Salary moderate. 


Address “C. S. 1.” 


Care DISPLAY WORLD, Cincinnati 














Position Wanted 


Display and advertising director, natural 
ability and thorough exp. in layout, art, 
opy, display and exhibit origination and 
production management. Familiar with 
retail and national techniques. Excep- 
tionally versatile, unusually dependable. 
Twenty-year employment record one to 
be proud of. Male, 6 feet, 200 Ibs., 37 yrs., 
married and tamily. Best of reasons for 
seeking new connection. 


Address “BOX T. E.” 


Care DISPLAY WORLD 


Display Material Jobber 

In Southern California with 400 active 
accounts among finer dept. stores and men 
and women's specialty shops on Pacific 
Coast. Netting 23% over all operating 
expenses vearly. Excellent location in 
heart of shopping district. Nicest display 
rooms with ten 9-foot-high large back- 
grounds. Colored fluorescent lighting 
throughout. Chrome furniture. Latest 
fresh stock of quality display materials 
and novelties. Assets over $10,000. Owner 
retiring. Sell $9,000. Act quick. 

\ddress “BOX D. W. A.” 

Care DISPLAY WORLD 











CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
pone, Store Fronts, Exhibition Booths, Model 

uilding, Showcards; also Retail Sales Promo- 
tion and Advertising Layouts. Moderate tuition. 
Free Placement Bureau. Request Booklet ““DW.”’ 


DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 


Window Trimmer and Card Writer 
Wanted, immediately, for junior depart- 
ment store in progressive, modern. store. 
Will pay top salary for good man. Will 
interview in St. Louis or Memphis. 


GRABER’S STORES, Paragould, Ark. 








DISPLAYMEN, SAVE $20 
Our popular $25.00 Correspondence Course in 
the art of making pictorial and scenic window 
backgrounds, cut-outs, dioramas, etc., for a lim 
ited time, only $5 to displaymen Learn more 
to earn more Save money Enroll today. 


ENKEBOLL SCHOOL OF ARTS 
Enkeboll Bidg., 27th & Fort Sts., Omaha, Neb. 


LEARN CARTOONING—Card writers and dis 
playmen, here’s your opportunity to learn car 
tooning for your own amusement, to use in 
presentation or in the newspaper and 
magazine field. Home study brochure, including 
80 drawings with text, by experienced news 
paper cartoonist. $3. Address “BATCH,” 2119 
West Broadway, Enid, Okla. 


display 











SALESMEN—JOBBERS— 
DISPLAY MEN 


to handle a popular line of wide 
panels, panoramas 


ACE PAPER CO. 


Display Division 
426 BROADWAY NEW YORK, N. Y. 


background 
Pp ipe 3g 





SALESMEN WANTED 


Sell a good line of display accessories. Attrac 
tive commission payable weekly Excellent 
opportunity for traveling man with a display 
following to earn an additional income 


Write “D. C.” 
Care DISPLAY WORLD 














COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Box 304. 


CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Il. 














HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.”” Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 











ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Conn school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266B Chicago 














WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 
May torms close May 11. 


cash with order. 


Only $2.00 per inch, | 
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The 1-2-3 Club is very different. M 
more formal, it is a lovely place for di 
at 123 East 54th. Feder’s magic ligh: 
helps to achieve that look of smooth, ex 
sive quiet. The entrance features mir: 
even the telephoned booth is mirrored, 
a series of three sets of stairs to afford 
ladies a sweeping entrance. 

Another room with an idea in decor is the 
Hotel Lincoln's Blue Room, where |: 
photographs of the city are mounted 
glass and lighted from behind. 





Detroit Club Issues 
Annual Yearbook 

The twenty-fifth anniversary 
the Detroit Display Club has just been re- 
leased. The 36-page booklet contains the 
names of all members, list of officers, and 
the club's constitution and by-laws. Head- 
ing the organization are the following men: 
president, Frank E. Whitelam, R. H. Fyie & 
Co.; first vice-president, Frederick FE. An- 
derson, The J. L. Hudson Company ; 
vice-president, James Louttit, Louttit Dis- 
play Service; third vice-president, Harold 
Schultz, Richmond Brothers; fourth 
president, Albert May, Vanity Fair Shops; 
secretary, Harold Bromel, Carl Bromel & 
treasurer, Ralph D. Johnson, The J. 
L. Hudson Company. 


yearbook of 


Se¢ ond 
vice- 
Sons: 


WPB Prohibition Order 
Refers To Display 

A War Production Board order prohibit- 
ing the manufacture of certain articles in- 
cludes one display piece in its scope. The 
specific item covers “metal signs used tor 
window display advertising,” the manutac- 
ture of which is banned after June 30, 1942 
So far as is known, this is the first direct 
reference to a display item in the WPB 


releases. 


Display Fabrics House 
Opens Headquarters 

Gordon Price, formerly 
Inc., and well known in display circles, has 
formed his own organization to deal in dis- 
play fabrics under the name of Price Fab- 
rics Company, with headquarters at 636 
Broadway, New York City. 


with Dazian’s, 








Representatives Wanted by Manufacturer of 


PLASTIC FIXTURES 


Transposter Service, 21 Follen St., Boston, Mass. 








how to make 


your own CUT-GRASS with free material 

your store, about 50c¢ will make 6x3 FEET ot 

GRASS 1 inch deep. MAKE GRASS CLOTHS 

Colors. Instructions $1 & where to get supplies 
G. JENTZEN 

11 Columbia Ave. Jersey City, N. J. 








SALESMEN—JOBBERS 
That are now calling on the better stores 
to carry an exclusive line of display nov- 
elties and fixtures. Exclusive territor) 
B. L. MOULDEN CO. 
920 Clifford St. Baltimore, Md. 
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Urges Display Participation 
For Buddy Poppy Event 

G. W. Leffingwell, Veterans of Foreign 
Wars, has asked the help of the display 
field in promoting the sale of Buddy poppies 
this vear, at a time when the wearing of this 
emblem has an added significance 




















VETERANS OF FOREIGN WARS o* 1x6 unreo nal 


here is the official 


Pictured 


pared for the V. F. W. 


poster pre- 
The poppies will 
Saturday before Memorial 
day, while Buddy poppy week is from May 


20-30. 


} 


re on sale the 


"Drape Those Mannequins," 
Is Judge's Ruling 

Nude display mannequins in a show win- 
dow are “indecent,” according to a decision 
by Magistrate Raphael Koenig, New York 
City, who ordered Irving Goldsmith, Gold- 
smith & Co., of the same city, to see that 
all such figures were suitably clothed in fu- 
ture. Goldsmith with viola- 
tion of a city which prohibits 
“lewd, indecent or immoral” displays. 


was charged 


ordinance 


Shatterproof Coating 
Developed For Glass 
To prevent flying pieces of glass which 
might result from bombing raids, a_trans- 
parent protective coating for display win- 
dows has been developed by Maas & Wald- 
stein Company, Newark. According to the 
manufacturer, a with “Glass- 
shield” may break but does not shatter. It 
is also stated that the coating does not in- 
tertere light 
[wo coats on each side of the glass are rec- 
ommended, the applications being made with 
a brush. 


glass coated 


with vision or transmission. 


Allen Now Heads Display 
For West Palm Beach Store 
Herschel Allen appointed 
display manager for the West Palm Beach 
store of Burdine’s, 
Miami. Allen was previously 


was recently 


whose main store is in 
employed in 
il¢ Miami display department, under the di- 
rection of Harry Eastham, for the past nine 
ears. During this time he handled display 
lor the Miami Beach unit for three seasons. 


DISPLAY WORLD 


Questions and 


Answers 





March, 
Canadian 
We are putting on a show in 
which we would very much like to use these 
Can you tell us 
obtain them 7—Akron. 

Write to W. B. Herbert, assist- 
ant to the director, Director of Public Infor 
mation, Ottawa, Ontario, Canada. 


Question: On 
1942, 


War posters. 


page 24 of 
pictures of 


your 


issue you show 


posters. where we might 


Answer: 


Question: I am planning on attending the 
International Men 


year and as | 


\ssociation of Display 


convention in St. Louis this 


am not a member of the association and 


have never attended a convention before, | 
am wondering if you could give me some in 
formation 


what 


concerning the requirements 


vou have to do to get in, if it is 


necessary to be a member, dues, and any 


other information you think might be valu 
able to me.—Keokuk, lowa. 

\nswer: It is not necessary tor you to be 
a member of the I. A. D. 


to the convention, visit the 


M. in order to go 
attend 
the sessions, and enjoy the entertainment fea 


exhibits, 


tures. However, a registration fee, prob 
ably around $3, is required. This entitles 
you to attend all the educational sessions 
and includes several entertainment features 


as well: the steamer ride on the Mississippi, 
evening at the 
a banquet and 
final night, tor which tickets 
cost about $3.50; attendance at this 


a cocktail party, and the 


Municipal opera. There is 
dance on the 
usually 


affair is of course optional. 


Question: Will you kindly inform us where 
we can get a set of rules on how to display 
the American flag? We have been told that 
it must never be draped in any 
would appreciate knowing the proper way of 
Ottawa, Ont., 


way, and 


using it. Canada. 
Answer: A list of the rules governing the 
use of the American flag has been sent you. 


The principal thing to remember is that the 


flag must always be used with good taste 
and thoughtfulness, with never a hint of a 
commercial tie-up in a display You will 
find a summary of the flag rules on page 50 
of the January, 1942, issue of DISPLAY 


WORLD. 


Change Of Location 
For Kesl Display 

F. W. Kesl, manager of Kesl 
Service, Des Moines, announces the firm's 
location at 920 Walnut street. A full 
materials card 


Display 


new 


line of display and writers’ 


needs is carried. From the display instal- 


lation standpoint, the company serves the 
entire state of lowa, as well as Omaha 
and Lincoln, Neb. 


Williams Convalescing 
After Operation 

Following a major operation on April 1, 
Howard Williams, 
Displays, Inc., 333 East Eighth street, Cin 
cinnati, is convalescing at the Hotel Sinton. 


president, Co-Operative 
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Sensational Lining and Cov- 
ering Papers By Makers of 
COVERAY give you the rich appear- 


ance of costly rare wood panels at lower cost 
than many ordinary display papers. Ideal for 
backgrounds — lining display cases — covering 
shelves and tables or any similar use. Easily 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 100% 
washable baked-on enamel finish—all printed 
in washable inks. Unusually wide—40” to 48” 
—25-ft. rolls—$1.50 to $2.00. Many other ef- 
fects available with CLOPAY display papers. 
Write for samples. 


GARRISON-WAGNER CO. 


1629 Locust st. ST. LOUIS, MO. 








































































































STOP GUESSING ABOUT COLORS, GET 


FREE Pavel COLOR 


CHARTS 


AIRBRUSHED WITH ACTUAL COLORS 
See Paasche high quality colors just as they 
will appear when you use them. Every color 
is shown in the full true intensity, chroma and 
texture. Tints are shown as well. Paasche 
colors are ground superfine for airbrush use, 
but smooth flowing quality make them ideal 
for pen and brush, too. Get a set of charts for 
ready reference and guide to buying. Check 
charts desired, clip ad to letterhead or paste 
to postcard—send today. They’re Free. 
SHOWCARD COLORS [| LIQUID WATER COL. 
) ALCOHOL COLORS | POWDER COLORS 
WEATHER RESIST. C. | | MOIST WATER COL. 
REPRODUCTION C. REPRO. GRAYS 


Paschs Merbrush be 


CHICAGO, ILL. 































































































1911 DIVERSEY PARKWAY 
In Canada: The Hughes Owens Co., Ltd., Montreal 
The Art Metropole Co., Ltd., Toronto 


























USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 







































Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 
Airpainting Equipment 
([) Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
[) Color Lighting 

{) Crepe Papers 

{] Composition Pieces 

{] Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
awn nag (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 

Socks— Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 

Stencil Outfits 

| Stock Posters 

[) Store Designing 

[} Store Fronts 

{) Tackers 

[) Time Switches 

") Turntables 

{] Valances 

') Wall Board 

() Wigs 

" Window Lighting 


[) Do you wish a copy of their catalogue? 
{) Do you plan to remodel your store soon? 
CL) Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 


CINCINNATI, OHIO 


oO 


WIOOU000N 
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7000090170500 0000000000 0OU0 JONSOoOoOoOoooooM! 
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Firm 
Display Manager 
Street 


City 














DISPLAY WORLD 


APRIL, 1917 

Store windows all over America were fea- 
turing displays of a military nature, since 
the United States declared war on Germany 
on April 6. 

Two well-known New York City display- 
men left the display field for other pursuits. 
W. F. Allert, formerly head of Macy’s dis- 
play department, became an automobile 
salesman. William Tishman, who had been 
in charge of display for Jas. McCreery & 
Co., joined a coat and suit house as sales- 
man. 

S. C. Singleton, Tarr Furniture Company, 
Tampa, was awarded first prize in a local 
display contest. 

A luncheon was held at the Morrison 
hotel by the Chicago Display Manufacturers 
Association. A committee appointed to work 
in connection with the annual convention 
of the International Association of Display 
Men consisted of Irving L. Bradford, J. C. 
Bodine, E. A. Burdg, George Cowan, and 
J. W. Foley. 

A. L. Meadows, The Grand Pal- 
estine, Texas, won first prize in a national 
display contest for Lee Union-Alls. 

S. A. Porter became display manager of 
the Stark Dry Company, 
Ohio. 

John A. Conyers left 
take display for Downing 
Goods Company, Montgomery, Ala. 

James A. formerly in charge of 
display for Levy & Co., Galveston, became 
display manager for W. C. Munn & 
Houston. 

A. J. Edgell, former president of the In- 
ternational Association of Display 
opened his own display service in New York 
City. 


Leader, 


Goods 


charge of Dry 


Green, 


APRIL, 1932 
The Davis Company, Chicago, 
Henry A. McKay as display manager, suc- 
ceeding A. Bergman. McKay had been first 
assistant in the department. 

The following were elected to the prin- 
cipal offices of the Chicago Display Club: 
president, A. J. Stromberg, Wieboldt’s ; vice- 
president, Paul L. Wertz, The Fair Store; 
secretary-treasurer, A. J. Holterman, Mont- 
Ward & Co. 


gomery 





Canton, 


New York City to | 


Go... | 


Men, | 


named | 


Frank Dodson took charge of display for | 


Selber’s, Shreveport, La. 

Allen McDougall & South- 
wick, Seattle, as display manager. He re- 
placed Ralph Pfister, who entered business 
for himself. 


Dean joined 


Mother's Day Material 
Available For Display 

The trade promotion division of the Na- 
tional Committee on the Observance of 
Mother's day has prepared a number of 
posters, cards, streamers, and pennants for 
display in connection with the annual 
event. Prices on the different units can be 
had by writing to the National Committee 
at 393 Seventh avenue, New York City. 


use 


| 
| 
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